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Rough Proofs 


Father Charles E. Coughlin, who 
denounced sex in advertising at the 
AFA convention, admitted that his 
own censorship problems in the pub- 
lication of Social Justice are simpli- 
fied by the fact that it carries no 
advertising. 
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The pastor of the Shrine of the 
Little Flower no doubt realizes that 
publishers are always much more 
favorable to copy censorship when 
they have a lot of advertising or 
none at all. 
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Alex Dow, the grand old man of 
the power industry, told the Detroit 
advertising convention that the pub- 
lic isn’t interested in good intentions. 
They still are in demand only as a 
highly specialized type of paving ma- 
terial. 
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Visitors to Detroit find the citi- 
zenry remarkably cheerful. Only an 
occasional wistful look reveals to in- 
quirers that the Tigers are still in 
the second division. 
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Maybe what is needed to restore 
gladness and joy to Woodward ave- 
nue is the addition to the Tigers 
outfield of some established hard 
hitter—say Henry the Armstrong. 
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After reading the story of the box- 
ing match between the well-known 
cereal company and the equally well- 
known advertising agency, one be- 
gins to wonder if “peaceful” is a 
word commonly associated with 
“Quaker.” 

vy¥sey’ 


The men and women who partici- 
pated in the advertising quiz broad- 
cast from the Detroit convention 
proved that advertising people write 
advertising but they don’t necessarily 
read it. 
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Advertising workers are so busy 
telling everybody else how good ad- 
vertising is that they don’t have time 
to sit down and take a look at the 
darned thing themselves. 
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Slogans are fine if they suggest 
the product advertised, but when ad- 
vertising men and women don’t know 
what is to be eventually why not 
now, the sloganeer goes and jumps 
into the lake. 
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Now that advertising men and 
women are so busy explaining gov- 
frhment to business, business to the 
public and the public to the poli- 
cians, they haven’t time to figure 
out that when better automobiles are 
built, Buick will build them. 
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Tommy Dorsey is one of those 
orchestra leaders who puts so much 
wham and zingeroo into his swing 
Stuff that it’s no trouble at all to 
dance sitting down. 
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Gene Tunney insists that Arthur 
Brisbane was wrong and a man can 
lick a gorilla, He doesn’t say just 
when he is planning to go back into 
training, 
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_ Probably if Solomon had to say 
: all over again it would be, “Of 
® making of convention speeches 
there is no end.” 


Copy Cus. 


FOOD, DRUG BILL 
SOFTENED, SENT 
TO WHITE HOUSE 


Administrator Must Base Acts 
on Evidence 


Washington, D. C., June 14.—The 
House of Representatives placed the 
stamp of approval on the food and 
drug conference report last night, 
thereby completing Congressional ac- 
tion and sending the bill to the 
White House for signature. The 
Senate approved the report last Fri- 
day. 

Despite the fact that the final draft 
of the bill displeases the administra- 
tion, which wished appeals to be 
vested only in the district court of 
the District of Columbia, President 
Roosevelt personally assured Chair- 
man Clarence Lea, of the House con- 
ferees, that he will sign the meas- 
ure in its present form, authorizing 
appeals from decisions of the Secre- 
tary of Agriculture in the circuit 
court of appeals of the residence of 
the aggrieved person, and adding 
other safeguards to prevent abuse 
of power. 


Widens Court Action 


The conference agreement gives 
the court jurisdiction to affirm or 
set aside the order, in whole or part, 
and the order may be set aside tem- 
porarily or permanently. The con- 
ference agreement also gives the 
court express power to require the 
Secretary to take action in accord- 
ance with law when there is error 
in an order of the Secretary which 
refuses to issue, amend, or repeal a 
regulation by the Secretary. The 
findings of the Secretary, as to facts, 
if supported by substantial evidence, 
are eonclusive on the court. 

“The type of judicial review per- 
mitted,” said the conference report, 
“is as broad as the Constitution per- 
mits in the case of review by a con- 
stitutional court. The function of 
the Secretary in making regulations 
and orders to carry them out is leg- 
islative in eharacter. 


Retains House Provisions 


“The bill as agreed to in confer- 
ence retains the provisions of the 
House bill in Section 701 (e) which 
lays down the rules under which the 
regulations may be formulated and 
issued. Notice, hearing and findings 
are required, and the Secretary must 
base an order only on substantial 
evidence of record. Judicial review 
of the Secretary’s action to deter- 
mine if there has been compliance 
with such requirements, whether or 
not there was substantial evidence to 
support the finding, and of course, 
upon constitutional questions, may 
be had. 

“Under the conference agreement 

(Continued on Page 29) 
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BRITTON, SLOCUM 


HEAD AFA AGAIN 


Re-elected as chairman and president respectively, of the Advertising Federation 

of America, Mason Britton, vice-president, McGraw-Hill Publishing Company, and 

George Slocum, publisher, Automotive Daily News, are shown here at a luncheon 

conference with Chester Lang, General Electric Company; Henry Obermeyer, 

Consolidated Edison Company of New York; and J. J. Hartigan, Campbell-Ewald 
Company, Detroit. 


Britton and 
Slocum Again 


to Lead A.F.A. 


Detroit, June 15.—Mason Britton, 
vice-chairman, McGraw-Hill fublish- 
ing Company, and George Slocum, 
publisher, Automotive News, were re- 
elected chairman and president, re- 
spectively, of the Advertising Fed- 
eration of America at the final busi- 
ness session here this afternoon. 

May O. Vander Pyl, Advertising 
Letter Service, Detroit, was elected 
secretary, succeeding Louise C. Grace, 
Grace & Bement, Detroit, who became 
a member of the advisory committee, 
a newly formed body of former board 
members. 

Norman §S. Rose, Christian Science 
Monitor, Boston, formerly a_vice- 
president, was elected treasurer, suc- 
ceeding Frank A. Black, William 
Filene’s Sons Company, Boston, who 
also was named to the new advisory 
committee. Charles E. Murphy, New 
York, was re-elected legal counsel. 

In addition to Miss Grace and Mr. 
Black, those elected to the new ad- 
visory committee were Joseph H. Ap- 
pel, John Wanamaker, New York, 
chairman; O. C. Harn, Audit Bureau 
of Circulations, Chicago; Frank G. 
Huntress, San Antonio Express; Wil- 

(Continued on Page 30) 


 Céiiatinental to 
Offer $50,000 


in Can Contest 


New York, June 14.—A $50,000 
prize contest to be advertised na- 
tionally in newspapers will form the 
keystone for summer promotion by 
Continental Can Company for its 
“Cap Sealed” cans for beer and ale, 
it was revealed here today. The 
campaign has already been tested suc- 
cessfully in three markets, and is 
now being expanded to a national 
scale. 

Contestants will not be required to 
buy, but must visit dealers to obtain 
entry blanks. Cash prizes will be 
awarded for best answers to the 
statement, “I like Cap Sealed cans 
for beer because . . .” in 25 or less 
additional words. 

A novel feature of the contest will 
be the local angle. “Local grand 
prizes” will be offered in each city, 
with local winners qualifying for na- 
tional prizes. 

H. A. Goodwin, advertising and 
sales promotion manager, declared 
that the tests have resulted in in- 
creased distribution and sales of Cap 
Sealed products. Batten, Barton, 
Durstine & Osborn, Inc., is handling 
the campaign. Fred Manchee is ac- 


count executive. 


Last Minute News Flashes 


Ellis, R&R Get Quaker Oats Accounts 


Chicago, 


June 17.—Sherman K. Ellis & Co., 


which has handled 


Quaker Puffed Wheat and Puffed Rice for 5% years, has also been 
named to handle Aunt Jemima pancake flours and Pettijohn’s cereal. 
Ruthrauff & Ryan, Inc., has been named for Quaker Oats, Mother’s Oats 
and Little Kurnels, in the United States. 


Standard Subsidiary Appoints BBDO as Agency 
New York, June 17.—Standard Air Conditioning, Inc., subsidiary of 
American Radiator & Standard Sanitary Corporation, today appointed 


Batten, Barton, Durstine & Osborn 


to handle its adverising. 


American Airlines Starts Record Drive 
New York, June 17.—The largest campaign in the history of Amer- 
ican Airlines, involving expenditure of $250,000 during the last six 
months of 1938, was announced by C. R. Smith, president, at a sales 


meeting here last night. 


Ruthrauff & Ryan, Chicago, is in charge. 


Spiner Resigns as Shell Advertising Manager 

St. Louis, June 17.—L. H. Spiner today announced his resignation as 
director of advertising, sales promotion and merchandising of Shell Petro- 
leum Corporation, effective Aug. 1, to enter the sales management field. 


Detroit Convention Condemns 
Unreasonable Interference 
with Business 


Detroit, June 15.—A_ resolution 
strongly condemning “unreasonable 
interference” with business, devel- 
opment of schisms between labor 
and industry, and the defamation of 
industry in general was adopted at 
the closing business meeting of the 
Advertising Federation of America 
this afternoon. The resolution also 
scored “obnoxious and ribald pub- 
lications.” 

“Advertising Makes Work,” the 
theme of the convention, was blaz- 
oned to the citizenry of the motor 
capital with banners fiying the 
slogan of the gathering. Leading 
speakers emphasized the contribu- 
tion of advertising to increasing 
sales and employment, so that the 
basic philosophy of advertising as a 
contribution to prosperity was suc- 
cessfully registered. 

The convention was one of the 
largest and most enthusiastic in the 
recent history of the Advertising 
Federation. Attendance was more 


than 1,000, with some of the lanch-~ 


eon meetings bringing as many as 
700 together. The departmental 
sessions were particularly interest- 
ing and well attended. 


Lang Heads Committee 


The resolution, brought in by a 
committee headed by Chester H. 
Lang, General Electric Company, 
and unanimously approved. by the 
convention, said: 

“Events of the past’ twelve 
months are discouraging the Amer- 
ican people. After partial recovery 
from economic distress, we have 
been plunged again into a deep de- 
pression, and this at a time when 
basic conditions are favorable to 
continued recovery. Other nations 
are already beginning to feel the ef- 
fects of the new American depres- 
sion. 

“Now, as always, prosperity de- 
pends directly on the volume of 
sales and the free movement of 
goods. That volume is now sadly 
shrunk, in the face of natural eco- 
nomic factors that normally spell 
prosperity. It becomes increasingly 


apparent that a major cause for the. 


decline is that of political interfer- 
ence, creating uncertainty, disturb- 
ing the morale of the people, ham- 
pering and discouraging business 
leaders, burdening trade with ex- 
cessive costs and restrictions which 
throttle the volume of sales and 
create unemployment. 


Instrument of Prosperity 


“As an instrument of prosperity 
through the acceleration of sales, 
advertising feels it to be a right and 
a duty to raise its voice, at this, its 
34th annual convention, against ac- 
tions which hinder an effective re- 
covery job. We believe that the re- 
turn of prosperity demands correc- 
tion of the following conditions, all 
of which can readily be accomp- 
lished through the will to cooperate 
for recovery: 

“1. The system of free competi- 
tive enterprise, which has built our 
splendid material progress, is being 
menaced by unreasoning interfer- 
ence with the necessary voluntary 
procedure of business in acting for 
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ADVERTISING AGE 


June 20, 1938 


the reciprocal interest of buyer- 
seller, producer-consumer, employer- 
employe. 

“9 There has been created a 
state of fear and uncertainty which 


takes the heart out of business 
venture and constructive planning. 
“3. Capital and labor are being 


pitted against each other by dema- 
gogic utterances, instead of being 
harmonized by government in the 
intimate mutual partnership which 
alone can produce more wealth for 
all the people. 

“4. Trade is being stifled by bur- 
densome costs, arbitrarily raised 
more abruptly than industrial effi- 
ciency can now absorb, and by 
taxes that are higher than ever 
before in our history. 


Cooperation Is Vital 


“5. Business as a whole is being 
assailed and maligned for the mis- 
conduct of a relatively few who are 
not representative of the great body 
of honest, responsible business men 
in this country. 

“6. The fallacious idea is being 
propagated that the producers of 
goods and their consumers have 
adverse interests, whereas they are 
in fact mutual partners, indispens- 
able to one another, every consumer 
being a producer in some form or 
other and dependent upon produc- 


ANOTHER GROUP FROM SOUTHERN POINTS 


prams 


ee 


EE 
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The cameraman's flash interrupts for a moment an interesting discussion at AFA 


cocktail party between H. P. “Happy” 
tising Club of Kansas City; Delmar G. 


Comstock, executive secretary, Adver- 
Starkey, executive secretary, Columbus 


Chamber of Commerce; H. C. Minnich, Ohio Fuel Gas Company, Columbus, O.; 
and W. W. Guy, Kroger Grocery & Baking Company, Cincinnati. 


tion for a livelihood. Business with- 
out profit means men without jobs. 

“The Advertising Federation of 
America believes that it is of crit- 
ical importance that business and 
government cooperate heartily and 
immediately in restoring confidence 
and releasing American enterprise 


to do its economical job. This mani- 
festly can be done only on the ba- 
sis of a liberal spirit on the part 
of business and a realistic attitude 
on the part of government. To do 
any less would be a gross betrayal 
of the nation. 

“The record of American business 


GO SOUTH! 


FOR RURAL SALES 


“MY BEST SALES NOW ARE COMING 
FROM THE SMALL TOWNS” 


—A PROMINENT SOUTHERN JOBBER 


The South has enjoyed several years of rapidly mounting cash farm in- 
come. In 1935 towns of less than 10,000 population in these 14 states were 
responsible for 47.2 percent of all retail sales. Now with a backlog of more 
than two and one-half billion dollars in cash farm income in 1937, and with 
its monthly cash farm income during the first quarter of 1938 running only 
2.1 percent below the same period last year (U. S. decline 5.5 percent) the 
rural market promises to produce an even higher proportion of the South's 


retail sales. 


While it is too early for an accurate forecast of cash farm income for the 
remainder of the year the following facts are significant: 


1. Following a period of steadily mounting income, cash farm income of $2,513,277,000 
in 1937 was greater than in any year since 1929. 


2. Cash farm income for the first quarter, 1938, was off only 2.1 percent. 


3. Federal payments to total $250,000,000 or more, due on 1937 contracts for soil 
conservation, etc., are now being made as fast as the Washington machinery can turn 


them out. 


4. The new crop control plan now in effect places no limitation upon the quantity 
that may be grown on the allotted acreage. This invites the use of the best land for cash 
crops and the employment of practices productive of best yields at lowest cost per pound. 

5. With the acreage in cotton, tobacco and peanuts limited more land is made 
available for feed crops for home consumption. This in turn stimulates livestock production. 

6. Crops of 1938 will be produced at lower cost than usual partly because of the 
unusually fine feed crops produced in 1937 and utilized in the feeding of all classes of 
livestock in 1938. With less crop money going to meet feeding costs more will be available 
for regular trade channels. 


7. Official forecasts point to decidedly better fruit and vegetable crops this season, 


except for apples. 


larger total cash return from these sources. 


While prices may not be altogether favorable the prospect is for a 


8. Many of the uncertainties that beset farmers early in the year are now matters of 


history. 


Delay in the passage of the crop control law, the late announcement of acreage 


allotments and the general uncertainty in the mind of the public kept farmers in a state of 
uncertainty over a period of several months. Now the allotments are in; crops are planted; 
fruits, vegetables and livestock products are moving to market; and Federal checks due on 
cooperation in 1937 are coming in. 


With all factors thus far so favorable, is it any wonder the Southern jobbers are saying 
"My best sales are being made in the small towns’? 


To reach this market, use Progressive Farmer, the South's Leading Farm-and-Home 


Magazine. 


Through wide coverage it offers the most economical approach. 


Through its 


five separate editions, locally edited, plus 52 years of painstaking service to its readers, it 
offers unequalled influence in the able-to-buy homes of the Rural South. 


Fro gressive tarmer 


Birmingham 


250 Park Ave., New York 


Southern Ruralist 


Raleigh 


Memphis 


Dallas 


Daily News Bldg., Chicago 


“IN THE RURAL SOUTH, IT’S PROGRESSIVE FARMER’”’ 


is unparalleled anywhere in the 
world. It has raised the material 
welfare of our people higher than 
that of any other nation, spreading 
the benefits of progress into the 
humblest homes. The course of 
more goods for more people at less 
cost must be continued, and it will, 
if only business enterprise and in- 
dustrial inventiveness be permitted 
to take their normal course, and ad- 
vertising can continue to spread in- 
formation about better things for 
more people and to create desires 
among the millions to own and en- 
joy them. 

“Advertising cannot exert the full 
power of its constructive influence 
unless it keeps faith with its pub- 
lic, sincerely serves the consumer, 
and maintains a high level of ethi- 
cal practice. We resolutely set our 
face against that relatively small 
amount of advertising which is mis- 
leading or indecent and against 
that obnoxious type of ribald pub- 
lications which have sprung up in 
recent years. Advertising owes an 
obligation to the spiritual and edu- 
cational forces which are the bond 
of civilization and underlie that 
good faith and fair dealing upon 
which all business depends.” 

Only one other resolution was 
presented by the committee, that 
being the usual resolution of thanks 
to all who aided in the conduct of 
the convention. Included in this 
resolution was an expression of 
thanks to ApbvertTisinec AGE for the 
production of the official convention 
dailies on Tuesday and Wednesday 
mornings. 

In his address opening the conven- 
tion on Monday, George M. Slocum, 
AFA president, asserted that the 
war on unemployment can be won 
with the aid of publicity, properly 
employed to strengthen confidence 
and unlock the spending power of 
the nation. 


Advertising Makes Work 


“Now we are telling the American 
people that advertising makes work,” 
he continued. “They can be proud 
when they buy an advertised prod- 
uct because it does make work. The 
manufacturers of advertised prod- 
ucts can be counted on to maintain 
the standard of highest quality at 
lowest price. No advertiser ever 
succeeded long who did not main- 
tain it.” 

Mason Britton, McGraw-Hill Pub- 
lishing Company, chairman of the 
board of the Federation, developed 
the theme further in his address at 
the opening of the luncheon which 
closed the convention ‘today, point- 
ing out the importance of advertis- 
ing in making possible distribution 
of the increased production now 
available. 

“It is not a coincidence,” he said, 
“that our country is the home of 
both modern production and modern 
merchandising. The two are insep- 
arable; they are but parts of the 
same function. Neither can thrive 
without the other. Without mer- 
chandising, production is strangled; 
without production, merchandising 
starves. 

“So, though technical progress is 
the gas that drives our economic 
motor, advertising is the spark that 
puts its power to work. By spread- 
ing the news of what each man has 
to offer to his fellows, by stimulat- 
ing all to want and buy the services 
of each other, advertising has 
wrought valiantly in behalf of new 
wants, new things, new industries, 
new values, new earning power and 
new jobs for the American people.” 

Alex Dow, president of the Detroit 
Edison Company, a patriarch who is 
regarded as the grand old man of 
the power industry, was one of the 
speakers at the opening session, and 
at 76 showed a youthful pep which 
made his address especially effective. 

He described the advertising of 
his utility, explaining how it differs 
from product advertising. While he 
emphasized the value of policy ad- 
vertising in explaining the methods 
and objectives of the company, he 
emphasized the fact that the. public 
is interested in performance and not 
promises. 

Another important contribution to 
the general subject of industrial re- 
lations was made by Edward F. Mc- 
Grady, director of labor relations of 
the Radio Corporation of America, 


—e 


CHANGES AGENCIES 


John Cole, formerly manager of the 

San Francisco office of Lord & Thomas, 

and later with Maxon, Inc., who has 

joined Abbott Kimball Company, New 
York, as vice-president. 


——_ 


who addressed the opening session 
of the convention. He urged indus. 
try to tell the story of how it fune 
tions for the public good openly and 
directly, not forgetting that such a 
program should be continuous ang 
not restricted to periods of labor 
unrest. 

“America has made a great con: 
tribution to humanity,” he said. “It 
pays more money in wages to the 
workers than is received by all work- 
ers in all European nations. 


Big Story to Tell 


“Every one of our industries has 
a great story of achievement to tell, 
It involves such things as the num- 
ber of workers directly employed by 
that industry and the number of 
workers employed by those who sup- 
ply the raw materials. 

“Advertising has grown to be a 
vital force in the maintenance of 
mass production through the crea- 
tion of mass consumption. The 
smooth flow of products of the soil 
and the machine from producer to 
consumer is made possible and is 
sustained by advertising. Insofar as 
our economic welfare is concerned, 
advertising is a modern necessity. 
Why, may I ask, is not such a force 
of equal value in selling our social 
objectives for mass consumption? | 
firmly believe that herein lies a great 
opportunity for the advertisers of 
the nation—an opportunity that, 
effectively grasped, will advance 
both the economic and social welfare 
of all. 

“Go to the leaders of industry and 
convince them that the time is here 
not only for new thought but also 
for new action. Show them that it 
no longer suffices to confine public 
relations to the job of creating a 
desire for the products of industry. 
Sell them the idea of letting you 
help them in the performance of this 
important duty to themselves, to 
their workers, and to the public.” 


WFIL Completes 


Expansion Project 


Commemorating completion of the 
$350,000 expansion project of Station 
WFIL, Philadelphia, 17 special broad- 
casts were aired June 17, marking 
the formal opening of new studios in 
the Widener bldg., and use of the 
new transmitter at Passyunk and 
Tily Lane. 


Joins “Child Life” 


James W. Le Baron has been 4) 
pointed Eastern advertising repre 
sentative of Child Life, Chicago. Hé 
was formerly advertising manager ° 
a juvenile publication and _ space 
salesman for Liberty, Macfadden 
Women’s Group and Scribner's. 


Association to Korn 


First Federal Savings & Loan AS 
sociation, Upper Darby, Penna., has 
appointed J. M. Korn & Co., Int» 
Philadelphia, as advertising counsel: 
Media to be used include newspape!® 
outdoor and transportation advertls 
ing. 


Moves to New Offices 


Bowman & Columbia, Inc., Ne¥ 


4 fter June 
York, has announced that a ffices 


22 it will be located in new ° 
at 155 E. 44th street. 
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ect 

= And these figures are based on a six months’ 

_ average—not a one-day count. 

the No wonder Metropolitan offers super-power to ad- 

- vertisers; cold figures can’t do justice to its mer- 
chandising energy. A glance at this thumb-nail 

a map tells you why. 

pre- , 

He \\ \y\\ Spy The black area (Metropolitan’s 


Market) does twice as much 
business as the entire balance of 
the country. 


LIN 


* . 
om Including the alternate papers. 


THE LARGEST CIRCULATION IN THE WORLD OF ANY GROUP OR MEDIUM 


: etropolitan_ 


Baltimore SUN @ Boston GLOBE @ Buffalo TIMES @ Cleveland PLAIN DEALER 
Chicago TRIBUNE @ Detroit NEWS @ New York NEWS @ Pittsburgh PRESS - Sunday 
Philadelphia INQUIRER @ St.Louis GLOBE-DEMOCRAT ¢ Washington STAR 


Any medium can talk markets, but intensive cov- 
erage of markets is what counts, because circulation 
is only valuable where people are located and 
goods are sold. 


93% of Metropolitan’s circulation is concentrated 
where 60% of America lives and 65% of all 


America’s retail sales are made. 


So, for advertising sales punch in this rich market, 
Metropolitan is, by long odds, the hardest hitting 
medium available. 


om weekly 


Color Additional or alternate papers 
Metropolitan Boston HERALD @ Buffalo COURIER-EXPRESS 
Detroit FREE PRESS @ New York HERALD TRIBUNE 
Seu 86S: Louis POST-DISPATCH @ Washington POST 
no ee! Milwaukee JOURNAL 
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STOCK EXCHANGE 
TO SHOW WHAT'S 
BEHIND LISTING 


Boston, June 16.—Believing that 
closer relationship between the Bos- 
ton Stock Exchange, the companies 
listed on the exchange and the gen- 
eral public will help increase confi- 
dence and transactions, the public 
relations committee of the Boston 
Stock Exchange, with Robert F. 
Guild as counsel, is developing a 
series of promotional activities to 
attain its end. Last fall the Boston 
Stock Exchange launched the first 
newspaper advertising campaign in 
the history of the exchange. 

Mr. Guild told ApverTistnc AGE 
that dramatization of products of the 
companies listed on the exchange will 
be a salient factor in the develop- 
ment of the promotion campaign. 

Companies listed on the exchange 
have been invited to erect displays 
in store windows near the Boston 
Stock Exchange headquarters. The 
displays will carry placards stating 
that the securities or stocks of the 


company are listed on the Boston 
Stock Exchange. A series of 20 dis- 
plays has been scheduled for show- 
ings of about two weeks each. 


List of Users 


The companies using the display 
space include New England Tele- 
phone and Telegraph Company, 
United Shoe Machinery Company, 
Bigelow-Sanford Carpet Company, 
Boston Edison Company, Bird and 
Son, Inc., American Woolen, General 
Alloys, Eastern Steamship Company, 
William Filene’s Sons Company, 
First National Bank, Hathaway, New 
Haven Railroad, Economy Stores, 
United-Carr Fastener Corporation, 
United Drug Company, Alles & 
Fisher Cigar Company, Gillette Safety 
Razor Company and Bangor and 
Aroostook Railroad. 

Another phase of the Boston Stock 
Exchange promotion plan has been 
initiated with issuance of invitations 
to schools and colleges to have mem- 
bers of classes in economics and al- 
lied fields visit the stock exchange. 


Hotel Names Harrison 


Berkeley-Carteret Hotel, Asbury 
Park, N. J., has appointed Lester Har- 
rison Associates, Inc., New York, to 
handle its advertising. Advertising 
will feature the hotel’s facilities for 
sports and promote a year-round pat- 
ronage. 


Swartz Named Head 
of New Ellis Chapter 


Fred G. Swartz, president of Pa- 
cific Market Builders, Los Angeles, 
has been named chairman of the re- 
cently organized Southern California 
chapter of the National Council, 
Ellis Plan Agencies. 

Lee Ringer, Lee Ringer Advertis- 
ing, was named vice-chairman, and 
Darwin H. Clark, Darwin H. Clark 
Advertising, secretary - treasurer. 
The purpose is to foster development 
of a local group of advertising men 
and women for joint study of ad- 
vertising practices and agency man- 
agement. 


Mrs. Wittmann Heads 
Buffalo Women’s Club 


Sophie Alexander Wittmann, ad- 
vertising manager of L. L. Berger, 
Ine., department store, has been 
elected president of the Buffalo 
League of Advertising Women. 

Cora R. Geiger, Batten, Barton, 
Durstine & Osborn, is vice-president; 
Florence Turk, recording secretary, 
Katharine Webb, corresponding secre- 
tary, and Ethel Connuck, treasurer. 


Bartley to Indiana 
E. Ross Bartley, who was publicity 
director of A Century of Progress in 
Chicago, has been appointed director 
of public relations for the University 
of Indiana, Bloomington, effective 
July 1. 


This Weekly 
Magazine 

is Read Daily 
in 
3,000,000 
English Homes 


® 


N 
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Every morning in London, fascinated sight-seers crowd round the Horse Guards in Whitehall 


ADIO LISTENERS throughout the length 
and breadth of England depend on Radio 
Times for news of daily programmes, for stories 
about their favorite radio personalities, for com- 
mentary on the kaleidoscopic review presented 
to them daily “on the air.” 
Of the 3,000,000 subscribers who get the Radio 
Times each Friday, ninety per cent say they 
refer to it every day in the week. Sixty-five per 
cent are still reading their copy 10 days after 
receiving it.* 


Issued first in 1923, the steady 


Who takes the Radio Times? 


Families with money to spend. Radio owner- 
ship in England is indicative of good purchasing 


*Independent survey, March, 1937. 


growth of its 
circulation is evidence of its usefulness and the 
lively interest of its readers. Today. the Radio 
Times goes into one out of every four homes in 
Great Britain—a national coverage unmatched 
by any of the great English dailies. 


culation .. 


of all families. 


power. More than 1,000,000 well-to-do English 
families are readers of Radio Times. 


Where do they live? 


In London and Home Counties, 705.966 cir- 
. 25 per cent of all families; other 
counties, 1.867.764 circulation . . 
of all families; Wales, 120.857... 23 per cent of 
all families; Scotland. 204.496... 17 per cent 


. 27 per cent 


To sell to this great family market, American 


manufacturers have found Radio Times econom- 
ical and effective. Ask your agency for informa- 
tion, or write to: Advertisement Director, British 
Broadcasting Corporation Publications, Broad- 
casting House. Portland Place, W. 1, London. 


MR. A. B. RICHARDSON, Vice-President, Chese- 


brough Manufacturing Company, says: *“*We have 
found the Radio Times an excellent medium for our 
products. We feel this publication serves a real 


need, and therefore commands reader interest.” 


——e, 
— 


HOSTS PLAN PACA ENTERTAINMENT 


Western hosts are, left to right, Frank McKellar, president, Los Angeles Adver. 
tising Club; Marian Manners, president, Los Angeles Advertising Women, and 


Nina Abbey, vice-chairman, PACA committee. 


(Story on Page 1.) 


Coughlin Looses Bolts 


on Sensual Appeals 


Detroit, Mich., June 13.— Father 
Charles E. Coughlin, famous radio 
priest, created a mild sensation at 
the AFA convention today when 
he attacked advertising for its sens- 
ual appeals and urged advertisers 
to withhold patronage from media 
which are either obscene or stir up 
racial or religious antagonisms. He 
was one of the principal speakers at 
the opening luncheon, which over- 
flowed the grand ball-room of the Ho- 
tel Statler. 

The pastor of the Shrine of the 
Little Flower, whose National Union 
for Social Justice has a large mem- 
bership and radio following, minced 
no words in flaying advertisers for 
glorifying sexuality, immodesty and 
Corinthian sex appeal in the name 
of art. At the same time he sug- 
gested that advertising prostitutes it- 
self in making use of media which 
disseminate the seeds of discord. 

Father Coughlin delivered his ad- 
dress in his customary emphatic 
manner, and his scathing attack on 
what he believes to be the obscen- 
ities of modern advertising art was 
received with a storm of applause. 
His associates and advisers, who re- 
vealed that Father Coughlin had 
been shocked by recent publication 
of such magazine material as “The 
Birth of a Baby” and the portrayal 
of nuns drawing pictures of nude 
figures indicated that he has no plans 
for pursuing the theme of his ad- 
dress in any of his radio talks or 
articles in his magazine, Social Jus- 
tice. 


Part of Daily Life 


In his address in “Religion in Ad- 
vertising,” Father Coughlin said: 

‘Religion—Christ’s religion— 
should be both the motivating and 
directive force of all advertising. It 
should be the substance from which 
you weld your link in the economic 
chain which holds the world and its 
precious cargo of human beings an- 
chored safely to the unchangeable 
rock of Christ whom the storms of 
revolution, of destruction and of 
chaos can never disturb. 

“Permit me to suggest—not in a 
spirit of prudery, but rather mo- 
tivated by a love for your daughters 
and sons and your countrymen’s chil- 
dren—that you start a campaign for 
expunging not only untruthful state- 
ments relative to advertised products 
from magazines and newspapers, but 
the growing tendency of glorifying 
sexuality, immodesty and Corinthian 
appeal, all of which too often is pa- 
raded as art before the assimilative 
minds of the thoughtless public. 

“Also, may I humbly suggest that 
in this cycle of class struggle, of 
racial hatred and of religious bigotry 
through which we are passing, you 
could perform valiant Christ-like 
service—a service consonant with 
the best of Americanism, by refusing 
to deal with such publications, news- 
papers, magazines and periodicals 
which profit by disseminating the 
seeds of discord in the minds of mil- 
lions of readers. 

“IT recognize that you have adopted 
your profession in order to obtain 


livelihood for yourselves and secur. 
ity for your families. Nevertheless, 
do not prostitute your calling, nor 
sell your talents for thirty pieces 0 
silver, lest the little brothers and 
sisters of Jesus Christ once more be 
betrayed. 


A High Calling 


“Learn from the past. Analyze the 
cause for the dissolution of all civil. 
izations which preceded ours. Look 
towards the future. From the phi- 
losophy and religion of Jesus Christ 
mold the substance of your policies. 
Encourage the other members of the 
corporate body of society to do like- 
wise. Religion believes that religion 
should direct every phase of life, in- 
cluding advertising. Religion be- 
lieves in advertising. When the 
Holy Ghost undertook to establish 
the Christian church, He did not 
disdain to advertise the fact. The 
first day of the week, when crowds 
were wending their way to their vari- 
ous occupations the Holy Ghost ad- 
vertised His coming in no mean 
manner. 

“Yes, religion believes in adver- 
tising. The angels’ choir which an- 
nounced to the shepherds the good 
tidings on the hills of Bethlehem, 
the rainbow which the hand of God 
painted in the ancient heaven—these 
are but symbols of the advertising 
which should characterize the profes- 
sion of today.” 


Transportation Is 


New Premium Offer 


Free- Transportation System has 
been formed at 333 N. Michigan ave 
nue, Chicago, to offer a plan provid: 
ing for use of travel coupons by ad- 
vertisers. : 

Harold H. Horwitz, managing di 
rector, said exclusive franchises will 
be offered. 


St. Louis Weane Name 
Mrs. LeBow President 


Gladys L. LeBow, Hartman Print 
ing Company, has been elected pres! 
dent of the Women’s Advertisins 
Club of St. Louis. 

Marie Josephine Carr, D’Arcy Ad 
vertising Company, is vice-president: 
Helene Sullivan, Ruthrauff & Rya®, 
secretary, and Mrs. Herbert W. Cost, 
Gardner Advertising Company, treas 
urer. 


New “America” Card 

Young America has issued a ne¥ 
rate schedule effective Sept. 16. Dut 
ing the past six months the publica 
tion has given an average circulation 
bonus in excess of 50,000 copies PY 
week, and orders for the coming nwa 
indicate another circulation = 
from September, 1938, to June, 19 ; 
according to Kenneth Van Tassel, 4 
vertising department. 


Treat to Rosenberg 


Treat Company, Brooklyn, N 
manufacturer of potato chips, 
appointed Arthur Rosenberg 
pany, New York, to handle its 
vertising. Plans include the use 
subway car signs, local newsParan 
and magazines with metrop? 
sections. 
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Diversity in Middle Tennessee 


CALLATIN: Burley Tobacco Market; 
CLARKSVILLE: Dark Fired Tobacco Center See Mansiectnlan 


SPRINGFIELD. Dark Fired Tobacco Market: 
oe ro LEBANON: Woolen Mills: Livestock Center; 
DICKSON: Garment Manufacturers. Ssttheiliendt Gheee 
er , i. A 


/ 
LARKSVILLE ‘ 


' ‘ re e ; . 
FRANKLIN: Tobacco Market; Rich Agricultural ™ ae es ail COOKEVILLE: Agricultural Center: 
\ Timber Industries 
Section; Stove Manufacturing. a eth ie 
,~ NA w, 
‘ ~ . h ON J - \ 
\. Pr Pee _ i a Yo tyretarate Sg AeA 
sa: ae & FRANKLIN MOREREESBORO > — . ; MURFREESBORO: Dairying; Agriculture: 
COMME: Phennate Minis: al I : on - State Teachers College. 
Mule Capital of the World. ——-_______| « ; ~ 


Re 


McMINNVILLE: Agricultural Center 
and Lumbering 


a : AWRE BURG 9,8 meme 
LEWISBURG: Center of Dairying Industry; { 
Shoe and Stove Industries. 


. SHELBYVILLE: Pencil and Harness 
LAWRENCEBURG: Shirt Manufacturing. WA \ ae _—. bos é 


FAYETTEVILLE: Agricultural; Textile 
PULASKI: Cotton; Corn. Tobacco; Shoes ond Germans tadusiiins. 


This Market Carries Its Business 


in Many Baskets! 


There are markets that boom when steel runs hot, and markets that It requires the services of 963 wholesale houses to supply the retailers 
hlossom when cotton is high. There are markets that rise and fall as of this market with goods. It requires 9,911 retail outlets to supply this 
the activity which supports them prospers or declines. market of 863,215 people—a market which buys steadily, twelve 


; ; ' months of each year, every year. 
Here, however, is a unique market, one which encompasses so many 


diverse activities that recession in one of them is always counterbal- . 
: ’ It requires the services of only two newspapers—The Nashville 'Tennes- 


anced by increased activity in another. Here is a steady market, a :; = 
, ’ ; sean and The Nashville Banner, to give your advertising complete, 


market with a steady income and a steady demand for goods and trade. ; : : 
twenty-four hour coverage of the entire market. The cost, in compari- 


Out of this market of 863,215 people, 311,897 are gainfully employed. son to the opportunity for sales, is small indeed. 


MARKET 
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Armstrong's - 
Sailor Room 
in Comeback 


New York, June 15.—People are 
still inquiring about an advertisement 
used by Armstrong Cork Company in 
1930, with the result that the painting 
which featured that insertion will be 
revived and made a part of Arm- 
strong’s fall campaign, it was an- 
nounced this week by John P. Young, 
advertising manager. 


To Appear in October 


The promotion included a picture 
of a “nautical bedroom” for two 
boys, with a reproduction of a paint- 
ing of an unusual room with bunks, 
sea chests, linoleum floor, and ma- 
rine decorations. The same picture, 
with a slightly different layout, will 
be released in October, according to 
W. F. Moore, account executive, 
Batten, Barton, Durstine & Osborn. 

Mr. Young’s plan for reviving this 
successful piece of copy is predi- 
cated upon his belief that manufac- 
turers too often discard a good ad- 
vertisement in the quest for “‘some- 
thing new,” even though many read- 
ers may miss seeing the insertion in 
its initial appearance. 


WATCH CROWD PLAY 


ie. | - - , i 


Earle Pearson, general manager, and 

Verne Tucker, promotion manager, AFA, 

express satisfaction as they watch dele- 

gates gambol at Adcrafters' Sunday 
party for the men. 


Brinckerhoff-Caron 
No Longer Active 


Accounts receivable of Brinckerhoff- 
Caron, Ine., Chicago agency which 
recently closed its doors, have been 
placed in the hands of Collis Davis, 
Chicago attorney. 

J. A. Caron, who left the agency 
some months before it closed, has 
opened the Caron Advertising Agency, 
38 S. Dearborn street, Chicago. 


FIRST CONSUMER 
COPY SUPPORTS 
FALCON CAMERA 


New York, June 15.—First national 
consumer advertising placed by Util- 
ity Manufacturing Company for its 
line of Falcon popular-priced cameras 
is breaking in newspapers this week 
with six magazines also scheduled to 
carry copy during July and October. 

Some 150 newspapers in 100 cities 
from coast to coast will carry inser- 
tions ranging from 75 to 200 lines 
in a drive expected to continue 
throughout the summer. The maga- 
zine campaign will be inaugurated 
with a half-page in the July 18 issue 
of Life. Other magazines scheduled 
are Collier’s, Liberty, Popular Pho- 
tography, The Saturday Evening 
Post, and Time. 


To Push $3.98 Model 


A miniature model retailing at 
$3.98 will be featured. Although 
Utility has been selling cameras for 
about six years, this headline offer- 
ing was produced as recently as 


DETROIT 


Now it is tires! 
on the River Rouge, the Ford Motor Car Com- 
pany's new tire plant is now producing 4,000 
tires a day; will soon be producing 6,000. In 
the little suburban village of Milford in the 
Detroit trading area, 
Company is erecting a carburetor plant, the 
twelfth village plant so far established. Thus 
the Ford Motor Car Company is constantly 
adding employment opportunities in America's 
fourth market—at any time a huge market for 
the consumption of goods—a market uniquely 
and economically accessible to advertisers 
through The Detroit News. 
the largest circulation of any Detroit news- 
paper in the trading area. 76% home delivered 
in Detroit, 88% home delivered in the subur- 
ban area. 


Mr. Ford Wages a 
$35,000,000 Battle Against 
the Depression---Detroit 


Trading Area Benefits 


Added to the great works 


the Ford Motor Car 


The News has 


The Detroit News 


New York: I. A. KLEIN, INC. | 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 


— 
— 


NEW ENGLAND CLUBS WELL REPRESENTED 


A couple of Westerners learn a few things about New England from this seg- 
ment of the Eastern delegation, including Andrew Casolino, past president, New 
Haven Advertising Club; L. W. Fish, Coan & Bunnell, Inc., vice-president New 
Haven club; E. G. Gantner and Y. John Bersbach, Manz Corporation, Chicago; 
P. A. Feiner, Chief Crier, Town Criers, Providence; and R. E. Baird, Remsen 


Advertising Agency, president, 


New Haven Advertising Club. 


March 1. The factory has only re- 
cently caught up with orders. 

Three other products make up the 
Falcon line. The Falcon Junior is 
advertised as “the lowest price, 
standard size folding camera,” and 
retails at $2.49. Automatic No. 4 
boasts adjustments for close-up or 
distance shots and a three stop aper- 
ture, selling for $5.95. Fourth and 
most expensive of the line is the 
Super Action Candid camera, which 
sells at $17.50 and $21.50, depending 
on the lens. This product is the 
latest addition to the family. 


Campaign Is Advanced 


Consumer advertising to appear 
this summer testifies to the unusual 
success enjoyed by the company. In 
the last quarter of 1937, a complete 
merchandising plan was _ projected 
for the 18-month period to end in 
mid-1939. It was then that a con- 
sumer drive was expected to start, 
but booming sales resulted in the 
schedule being advanced a year. 


Raymond Levy, president, Ray- 
mond Levy Organization, who has 
been associated with Utility since 


last fall, terms the sales record of 
the Falcon line ‘‘amazing.” He told 
ADVERTISING AGE today that the drive 
to enlist dealer support resulted in 
gaining 14 new outlets for each old 
one, and that sales during March, 
April, and May were 10 times the 


1937 record for the same _ period, 
amounting to “several million dol- 
lars.” 

The Falcon has_ received an 


enthusiastic reception from dealers, 
Mr. Levy said. 

Falcon cameras used either East- 
man or Agfa film, and the company 
has no intention of going into the 
film business. This policy, according 
to Mr. Levy, has aided Falcon’s com- 
petitive position since dealers make 
a fair profit on each camera and also 
on the standard film used, whereas 
dealers make only a nominal profit 
on certain special films needed for 
some cameras. 


Quaker Oats Signs 
for “Girl Alone” 


Quaker Oats Company, Chicago, 
will sponsor “Girl Alone,” a National 
Broadcasting Company serial show, 
beginning in September, it is re- 
ported. The Red network will be 
used. 

Kellogg Company, Battle Creek, 
sponsored the show until April. 


Scheer Gets Lethelin 


Lethelin Products Company, Wood 
Ridge, N. J., maker of Magikil Jelly, 
ant killing preparation, has_ ap- 
pointed William N. Scheer Advertis- 
ing Agency, Newark, N. J., as its 
agency. Newspapers, garden publica- 
tions and radio wil be used. Wil- 
liam N. Scheer is account executive. 


Butcher Transfers 
Thomas C. Butcher has been ap- 
pointed head of the trade copy depart- 
ment of Benton & Bowles, New York. 
He has been a trade copywriter at 
Batten, Barton, Durstine & Osborn, 
Inc. 


Gets Illinois Meat 
Illinois Meat Company, Chicago, 
has appointed J. Stirling Getchell, 
Inc., to direct advertising in the East 
for Broadcast Brand food products. 
Initial advertising will be focused on 
Broadcast Brand corned beef hash. 


SOX, PENCILS 


J. L. Mueller, secretary, Real Silk Hosiery 
Mills, Indianapolis, swaps tips with S. H. 
Engelberg, Eagle Pencil Company, New 
York, at convention of Direct Selling 
Companies in Wawasee, Ind. 


McCall Reviews 
Promotion of 
Home Sewing 


New York, June’ 15.—Intensive 
promotion of home sewing by the 
pattern department of McCall Cor- 


poration and 388 cooperating manu- 
facturers, was reviewed in an ex- 
hibit opened today at McCall head- 
quarters here. 

Occupying a focal point in the dis- 
play was a large map of the United 
States dotted with colored pins to 
show the cities covered and bearing 
this legend: “An average of 30.3 
McCall promotions were put on every 
day for five months.” The total was 
851 and these “vital statistics” were 
presented: 

Attendance at such events as 
fashion shows, where a count could 
be taken, was 265,676. Advertising 
linage used by retail stores in con- 
nection with promotions _ totaled 
354,819 lines. Radio time on local 
stations added up to 516 minutes. 
For those who like their statistics 
laid end to end, it was noted that 
if the promotions had been pre 
sented at the rate of one a day, they 
would have covered a_ period of 
almost three years. 


Promotion Is Shown 
Fashion shows, doll displays. 
school service, and dress-making 


contests were some of the promo 
tional media covered in the exhibits 
and in most cases all the elements 
involved were illustrated including 
newspaper mat service, direct mail. 
and local newspaper advertising. 
Cooperating in the promotional 
activity were such well known 2® 
tional advertisers as American Bet 
berg Corporation, American Viscose 
Corporation, Cluett, Peabody & Co., 
E. I. du Pont de Nemours & - 
Julius Kayser & Co., Lever Brother 
Company, Pacific Mills, and Singe? 
Sewing Machine Mfg. Company. 
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ADVERTISING AGE 


We are always interested in 
any move that makes for more effi- 
cient and economical advertising So 
values. Your change in size is a sound move.” 


Stanley Resor, PRESIDENT 
J. WALTER THOMPSON CO. 


“I welcome the announce. 
ment of the new size. Other things 
equal, the advertiser seems to get a 
better break, because of the increased reader- 
interest that seems to go hand in hand with the 
smaller sized page. Congratulations on your 
enterprise and best wishes for the future.” 


Paul V. Barrett, piRECTOR OF ADVERTISING 
INTERNATIONAL CORRESPONDENCE SCHOOLS 


f 


“You are to be congratulated 
hrst in finding out what your cus- 
tomers—both readers and adver- A 
tisers—want and making it possible for them to 
get it: second, in providing greater value at 
lower cost. Such an accomplishment will be 
good news to national advertisers.” 


Paul B. West, presivent 
ASSOCIATION OF NATIONAL ADVERTISERS, INC. 


“ grand idea, a sound mer- 
chandising move. And our adver- 
tisers will benefit from the lower 
rates for the smaller size page.” 


Frederick B. Ryan, vresipeNnt 
RUTHRAUFF & RYAN, INC. 


eer 

These are the days of better 
values in all things and your deci- 
sion to give your readers a bigger 
magazine at the same price of 15¢ is sure to 
ring the bell. Looking at it from our own selfish 
viewpoint, the change in size can only evoke 
the enthusiastic endorsement of ourselves and 
our clients, because it means a lower page rate 
per thousand, a saving on mechanicals, and with- 
“ut question a big bonus circulation during the 
next few months.” 


Robert W. Beatty, vick-presipeNnt 
SCHWAB AND BEATTY, INC. 
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Tigo 


THE MOUSE survives because he can 
hide in cracks, live in crevices. The 
giraffe is a leaf eater, needs his long 
neck to sustain life. Add twice as much 
body but no more wing muscle to the 
wild goose, speed flier among birds, and 
you have a penguin—-which can’t fly at 
all. Doubled in height, the typical man 
would break his thigh bones at his first 
step . . . It seems that your size is 
pretty much determined by the kind of 
thing you are. 


A bread-loaf too big doesn’t bake in- 
side; too small, becomes all crust. An 
axe will open a can of beans, but a can 
opener does the job better. A grand- 
father’s clock keeps time, but couldn’t 
be sold to people who want their time 
in their pocket or on their wrist. The 
early Bibles were huge, so people 
wouldn't steal them out of churches. 
The first newspapers were broadsheets 
big as posters; but the tabloid Daily 
News in New York outsells all other 
newspapers . . . Your size should be 
also determined by what you do! 

Twenty years ago, advertisers wanted 
larger pages for illustration— so maga- 
zines increased their page size. 

But today, among magazines de- 
signed to be read, the monthly maga- 
zine with the largest circulation in the 
world is issued in pocket size. 

Popular Science is the news and 
picture magazine of Science and Indus- 


| IMPORTANCE 


try. [t publishes for an interested audi- 
ence the newest developments in indus- 


try, science, mechanics, inventions, ma- 
terial improvements. And its editorial 
content comprises both illustration and 
text, visualization and information. 

Popular Science buyers read the 
magazine on trains and buses, or at 
heme; and use the magazine in labora- 
tories, workrooms, shops, factories, 
construction camps. They like to carry 
it about with them, file it in their book- 
cases at home. 

Two years of research brought out 
two positive preferences by readers of 
Popular Science: 

A SMALLER SIZE. 

A BinDING which would permit the 
book to lie open, facing pages flat with- 
out being weighted down, on a desk or 
worktable. 

Consequently, the magazine’s func- 
tion dictated new dimensions. The util- 
ity of magazines, as well as machines, can 
be increased. 


New value to readers 

We have very strong convictions 
about the Importance of being the 
Right Size— so, the October Popular 
Science will appear in a new size with 
a new binding. 

The new size has a 5'% by 8 inch 
type page—-easier to carry, hold, handle. 

The new binding will be the expen- 


sive book-style binding that permits the 
magazine to lie open, with both pages 
fully exposed, inside margins fully visi- 
ble; and makes reading easier. 

And in addition to new size and new 
binding, Popular Science will offer new 
value: Double the number of reader 
pages, with 8 pages in four colors; and 
50 pages in two colors. The reader 
package is larger. The price remains 
unchanged at 15¢—one of the largest 
values in the magazine field. 

To produce this new magazine, the 
fastest two-color magazine press in the 
world has been built to our order—and 
more than $250,000 has been invested 
to make a better Popular Science. 


New value to advertisers, too! 


The page rate of the new Popular 
Science runs as low as $675—a per- 
thousand circulation cost of $1.50 on 
a circulation guarantee of 450,000 
copies—lowest in the man-market field! 


And the October issue will run in 
excess of 600,000 copies—with 550,000 
net paid assured for the six months 
period following. 

Make your advertising dollar go 
farther in the all-man market, earn 
more in Popular Science—on Fall and 


1939 schedules. 

Forms for October issue, out Sep- 
tember 1—close July 25. Send in res- 
ervations now! 


Published since 1872, Popular Science 


changes with the times . 


. . October issue 


appears in a new, smaller, more efficient 
sice . . . with double the number of pages 
. . . greater value for readers and advertisers. 


The new POPULAR SCIENCE 


. The news-picture magazine of Science and Industry 
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ADVERTISING AGE 


Agency Chiefs 
Air Views on 
‘Round Table’ 


Detroit, June 16.—Advertising’s re- 
sponsibilities and contributions to 
the nation’s economic and social wel- 
fare were major subjects in a “round 
table” broadcast last night on a coast 
to coast National Broadcasting Com- 
pany network. 

The broadcast originated in Sta- 
tion WWJ here as part of the con- 


vention program of the Advertising 
Federation of America. Participants 
were Roy Durstine, president, Bat- 
ten, Barton, Durstine & Osborn; 
Clarence Eldridge, vice - president, 
Young & Rubicam; David M. Noyes, 
executive vice-president, Lord & 
Thomas; Allen Schoenfeld, editorial 
staff of the Detroit News, and Prof. 
Donald H. Haines of the University 
of Michigan. 

Strictly informal, the discussion 
was titled “The Mission of Advertis- 
ing,” with Prof. Haines questioning 
the agency experts on often argued 
points regarding advertising’s essen- 
tial worth in the economic system. 


The agency executives agreed that, 
while advertising brings mass sales, 
mass production and consequently 
lower product cost to the consumer, 
it cannot win lasting success for an 
undeserving product. It was also 
agreed that a worthy and needed 
product will gain some measure of 
success, whether advertised or not. 

Books and other literature which 
might be classed as “anti-advertis- 
ing’ were held to contain some meas- 
ure of fact. Overbalancing this is 
the over-emphasis usually placed 
upon a product’s faults in such lit- 
erature and an avoidance of the prod- 


ucts virtues, it was asserted. 


The Salt Lake Tribune . Sa | 


MORNING AND SUNDAY — 


t Lake Telegram 


EVENING ONLY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


This group which attended the broadcasters’ departmental in Detroit includes, 
left to right, Lew Avery, Buffalo Broadcasting Company; Craig Lawrence, lows 
Broadcasting Company; J. O. Stoll, Michigan Radio Network; Paul Blakemore, 
Coolidge Advertising Company, Des Moines; and J. L. Reinsch, WHIO, Dayton, O, 
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National Sales Crusade 
Extended to New York 


New York, June 14.—The National 
Salesmen’s Crusade, tested last 
month in Lincoln, Neb., attained na- 
tional proportions here today when 
1,550 business men of all ranks 
crammed the grand ballroom of the 
Waldorf-Astoria to hear six promi- 
nent speakers espouse and explain 
the idea behind the “Sales Mean 
Jobs” campaign. Thousands of mem- 
bers of similar groups in 21 Eastern 
cities listened in through a telephone 
hook-up arranged by Columbia Broad- 
casting System. 

George W. Mason, president, Nash- 
Kelvinator Corporation, who orig- 
inated the plan and helped test it 
in Lincoln by personally ringing 
doorbells (ADVERTISING AGE, May 30), 
said that the basis of the drive is 
the realization that the salesmen of 
America hold the key to business re- 
covery. “The most difficult problem 
facing industry in hard times is un- 
employment,” he said, “and more 
sales mean more jobs.” 

Others who spoke included James 
G. Blaine, president, Marine Midland 
Trust Company; Dana Cole, presi- 
dent, Lincoln Chamber of Commerce; 
Gene Flack, trade relations counsel, 
Loose-Wiles Biscuit Company; H. W. 
Burritt, vice-president in charge of 
sales, Kelvinator division, Nash-Kel- 
vinator Corporation; and Merle 
Thorpe, editor, Nation’s Business. 
Richard W. Lawrence, president, 
Chamber of Commerce of the State 
of New York and Bankers Commer- 
cial Security Company, was chair- 
man. z 

Reasons for Support 


Mr. Cole gave five reasons why 
this cooperative drive deserves sup- 
port: (1) there are no strings at- 
tached, the campaign being for the 
good of all; (2) results from the 
Lincoln test justify the effort; (3) 
the plan is simple and workable; 
(4) the objective is worthy; (5) the 
plan works. 

Mr. Blaine declared that “pros- 
perity was never achieved except by 
hard work,” and that a drive which 
is based on redoubled selling efforts 
is built on a strong foundation. He 
noted a change in attitude on the 
part of industry, from emphasis on 
production to greater stress on dis- 
tribution. 

Mr. Flack said that he is glad that 
“somebody has come along to still 
the depression jitterbugs.” People 
who are doing the business today are 
those who have “put on extra effort 
in every way,” he declared. 

Mr. Thorpe endorsed the crusade 
because “it is based on action, the 
American way of taking matters into 
one’s own hands and working out a 
solution.” He said that most prod- 
ucts and services are not bought 
but sold, and that determined selling 
efforts are needed today. 

Leadership in New York of the 
“Sales Mean Jobs” drive was as- 
sumed today by the Sales Executives 
Club of New York, some 400 of whose 


members attended the _ luncheon, 
Affiliated groups in other cities are 
expected to join the cause and stage 
local meetings similar to that held 
here. 

One such meeting is scheduled for 
Chicago June 21, when 19 cities will 
be linked together in a telephone 
hook-up to spread the message. An- 
other will be held in Milwaukee June 
23 with an additional 25 cities par. 
ticipating. 

The crusade has already expanded 
to several West Coast cities, where 
newspapers and civic groups are 
backing the cooperative effort. The 
drive is to last until the entire na- 
tion is “sales conscious.” 


Chains Report 
Loss of 11.3% 
in May Sales 


New York, June 15.—Twcnty-two 
major chain store organizations to- 
day reported a May sales total of 
$226,956,355, a decline of 11.3 per 
cent from the $255,847,819 for the 
same period last year. 

The decline for May compares 
with 0.4 per cent loss shown by 20 
members of the group in April and 
was contributed to by all of the or- 
ganizations reporting. Five-month 
sales for the group were $971,038,440, 
a drop of 6 per cent from $1,033,051, 
520 for 1937. 


Two Companies Ahead 


Only two of the 22 companies re 
porting showed a cumulative total in 
excess of 1937 figures. Edison Stores 
were 3.5 per cent ahead, while Wool- 
worth’s sales to date were 0.2 per 
cent better than those of last year. 

Figuring in the loss shown by the 
group for May were these declines 
reported by several of the larger 
companies: Sears, Roebuck & C0. 
14.9 per cent; Montgomery Ward & 
Co., 7.6 per cent; Woolworth, 7.5 per 
cent, and Safeway, 4.5 per cent. 


New Celotex Product 


The Celotex Corporation, Chicas® 
has launched a sales drive for Prom 
enade Traffic Top, with which fat 
roofs may be converted into open aif 
playgrounds, roof gardens and Te 
creational areas for sun bathers. Tbe 
product is made of cane fiber impres 
nated with asphalt and provides a 
resilient, non-slippery wearing 8! 
face. 


Buy “Duncan Eagle” 


Paul W. Limerick, formerly with 
Whalen Advertising Agency, Kat 
City, and Rowland W. Blane, . 
lisher of the Journal-Capital, Paw’ 
huska, Okla., have purchased © 


Dunc, 
trolling stock in the Eagle, active 


Okla. Mr. Limerick will be 
publisher. 
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A HIGHLIGHT OF MONDAY GENERAL LUNCHEON 


Father Coughlin delivers a fighting talk while Mason Britton, Edward F. McGrady, 
George Slocum, Edith Ellsworth and Joe Hartigan listen intently. 


NEWSPAPER EXECUTIVES HOLD LIVELY SESSION 


The Newspaper Advertising Executives Association session under way—P. L: 
La Bounty, advertising manager, Bloomington, Ill, Pantagraph; John T. Fitz- 
gerald, Reynolds-Fitzgerald, Inc., Chicago; Irving C. Buntman, Wisconsin Markets, 
Milwaukee, secretary of the NAEA; Col. Leroy W. Herron, advertising director, 
Washington Star, and NAEA president; Sid R. Phillips, Ohio State Journal, 
Columbus; W. F. Dagon, Springfield, Ill., State Register. 


A LITTLE BIT OF RAILROADS, TELEPHONES, ETC. 


A congenial group from various fields gets better acquainted at the Adcrafters’ 
party for men Sunday evening: George Coombes, United Charities, St. Louis; 
Irvin Mattick, Southwestern Bell Telephone Company; Harry Shatzman, Missouri 
Pacific Lines; R. E. Baird, Remsen Advertising Agency, Inc., New Haven, Conn.; 
Ray Maxwell, advertising manager, Missouri Pacific Lines, and vice-president, 
Advertising Club of St. Louis; P. A. Feiner, Town Criers, Providence; Earle Pear- 
son, general manager, Advertising Federation of America, New York; and Horace 
D. Klein, Webb Publishing Company, St. Paul. Sorry we couldn't get in some of 
those boys in the background. 


FOUR OUT OF FIVE ANSWER THE CALL 


Be bene eo te 


| 


Here are four of the five women cited in the Josephine Snapp Award contest, 
\Ponsored by the-Women's Advertising Club of Chicago. Left to right, May 
eae Pyl, Detroit; Clara Zillessen, Philadelphia, who received the award; Marye 
ahnke, Chicago; and Beatrice Adams, St. Louis. Mrs. Zola Vincent, New York, 
the other honorable award recipient, was unable to attend. 


Tavern Keepers to Bar 
Drug Store Liquor 


The Wisconsin Tavern Keepers’ As- 
sociation will attempt to secure pass- 
age at the 1939 sessions of the legis- 
lature of a measure prohibiting gro- 
ceries, fruit stores and pharmacies 
from selling liquor and beer for bev- 
erage purposes. 


“Swiss Miss’ Tie-up 
Switzerland Cheese Association, 
New York, is promoting a point-of- 
purchase tie-in with local food stores 
in areas where the new M-G-M fea- 
ture comedy film, “Swiss Miss,” is 
being booked. Lobby displays, store 
window film posters, window dis- 
plays, and counter cheese markers 
will be used. 


Form Claude Associates 


Claude Associates has been organ- 
ized in Chicago to promote Zeon, new 
fluorescent tube lamp which is said 
to give brighter illumination than 
the ordinary Neon, and can be made 
in a wide range of colors. C. H. Bor- 
land, Claude Neon Federal Company, 
Chicago, is president. 


Revlon Names Kimball 


Abbott Kimball Company, Inc., 
New York, has been appointed to 
handle the advertising of Revlon 
Nail Enamel Company, New York. 
Magazines and trade publications 


Urges Ban on 
Price Copy of 
Liquor Dealers 


St. Paul, June 14.—Co-operation of 
state liquor administrators to stamp 
out cut-price retail advertising was 
urged at a national conference of en- 
forcement officers held here today, 
by Joseph Triner, sales director of 
Schenley Products Company, New 
York. 

Advertising such slogans as “price 
war,” or “we can not be undersold” 
were characterized as “unquestioned 
evils,” by Mr. Triner, who went on 
to say: 

“Whether or not it is the function 
of a state administrator to attempt 
to police the observance of fair trade 
laws, I think that control over ad- 
vertising is unquestionably within 
your sphere. The lure of cut-price 
advertising is definitely not in the 
public interest.” 


Gets Shoe Form 


The Shoe Form Company, Auburn, 
N. Y., has appointed Tynion Adver- 
tising Agency, Syracuse, to handle 
the account of Bill DeWitt Baits di- 
vision. Sports magazines, business 


wili be used. 


“Nassau Review-Star” 


Gives Service Award 


The Nassau Daily Review-Star, 
covering Metropolitan Long Island, 
will make its first annual distin- 
guished service award to Dr. Benja- 
min W. Seaman, noted surgeon, at a 
dinner June 27. 

Dr. Seaman was chosen from 200 
distinguished residents of Nassau 
county. 


Elects Directors 


Cumberland Valley Industrial Ad- 
vertisers have elected the following 
directors: J. William Stair, R. M. 
Root Company, York, Pa., and Frank 
Pensinger, Landis Tool Company, 
Waynesboro, Pa., to represent active 
members; Joe S. Foltz, Hagerstown 
Bookbinding and Printing Company, 
Hagerstown, Md., and H. P. Dunmire, 
Telegraph Press, Harrisburg, Pa., to 
represent associate members. 


Rorabaugh with Agency 


Duke Rorabaugh has_ resigned 
from Transamerican Broadcasting & 
Television Corporation to head the 
radio department of Blaine-Thomp- 
son Company, Inc., New York. 


Resigns Hotel Account 

J. Stirling Getchell, Inc., New 
York, has resigned the account of Na- 
tional Hotel Management Company, 
effective July 1. No successor has 


papers and direct mail will be used. 


yet been named. 
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MORNING 


All Advertising Direct 


NEW YORK STATE'S 
Lowest Cost Major Market 


cally reached of New York State's larger markets is clearly 


demonstrated in the new folder on the Troy Market. 


Unusually profitable promotion of sales is possible in the 
Troy Market because a single medium—The Record News- 
papers, sole Troy dailies—places your story in practically every 


home at one low cost of 12c a line. 


Avail yourself of the latest data about New York State's 
lowest cost major market—write today for your copy of the 
1938 Facts About the Troy Market. 


eee. 
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ASKS 1 


Why the 119,324 consumers who live within the 3!/2-mile 


radius of Troy's A.B.C. City Zone comprise the most economi- 
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State Canvention 


Advertising Manager 
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June 20, 193 


EXECUTIVES OF 
NEWSPAPERS IN 
COLORFUL MEET 


Detroit, June 16.—Focussing their 
attention on improved space selling 
techniques with a view to developing 
increased linage, members of the 
Newspaper Advertising Executives 
Association today brought to an end 
their annual convention. Research 
and promotion affecting retail as well 
as national advertising figured promi- 
nently in the three-day meeting. 

The keynote of the conclave was 
sounded by William A. Thomson, di- 
rector, Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
tion, who delivered an inspirational 
address tracing the progress of the 
“united front” movement and sketch- 
ing plans for the future. Basic re- 
search into the value of the medium 
is the greatest current need, he de- 
clared. 

Pointing out that the bureau’s con- 
centrated drive has pushed member- 
ship upward from 341 at the begin- 


|telling of our ‘store news.’ 


ning of the year to 631 today, making 
a total of 743 U. S. and Canadian 
newspaper participants, Mr. Thomson 
said that the “first big job I can 
think of for our research is to deter- 
mine just what newspaper reading 
means in the life of the average citi- 
zen.” 
Built on Newspapers 


Mr. Thomson quoted Robert M. 
Ferns, advertising director, Rogers 
Peet Company, on the productivity 
of newspaper advertising as reflected 
by that company’s experiences over 
a period of years. Mr. Ferns said 
that “this business has been built on 
newspaper advertising, in the daily 
We do 
not believe in confining our adver- 
tising to ‘sales’ messages; we have 
found it good business to make gen- 
erous use of institutional copy.” 

One of the objectives of the bu- 
reau’s research, Mr. Thomson re- 
vealed, is to discover “what it is that 
the local advertiser gets from our 
medium which so many national ad- 
vertisers overlook.” The bureau will 
also announce shortly the name of 
the new sales manager to “carry the 
newspaper story to the heads of in- 
dustry,” he added. 

Reverberations were heard at the 
meeting of the discussion on radio 
competition which came in for so 
much attention at last April’s ANPA 


convention in New York. Condem- 
nation of the practice of “giving 
away what we have to sell” by pub- 
licizing radio programs was voiced 
by P. L. LaBounty, advertising man- 
ager, Bloomington Pantagraph. He 
asserted that newspapers are instru- 
mental in building audiences for ra- 
dio programs and pointed out that 
similar publicity is denied to local 
advertisers, and hence should be re- 
fused to radio. 

A. Schaeffer, advertising manager, 
Fort Wayne Journal Gazette, de- 
scribed radio’s growth as a force 
“that may undermine newspapers.” 


Facts Are Needed 


However, J. W. Fleck, Detroit 
Times, declared that newspapers 
should secure actual facts on radio 
competition, pointing out that radio 
has contributed business to news- 
papers as well as having diverted 
some revenue. 

Still another angle of the situation 
was spotlighted by Don U. Bridge, 
advertising director, New York 
Times, who said that while it may 
be true that radio has drawn busi- 
ness away from newspapers, it does 
not follow that advertising agencies 
necessarily prefer to place business 
on the air at the expense of the 
printed word. He pointed out that 
where an agency splits an appropria- 


SACRAMENTO BEE 


usT another reason why Inner 

California, 3rd market in the 
west... where per capita sales in 
almost every line greatly exceed 
the national average... . belongs 
on your 'A”’ schedule! 


The Bee-Line’ to Inner California 


This great market...a “state” 
within a state ... can be success- 


How United States Trading Areas 
Rank in Population and Retail Sales 
Rankin Rankin 
Market Sales Population 
">. Fr: arn: | 
Chicago . : 2 2 
Philadelphia 3 3 
Los Angeles oe 
es ~~ « »«<« 2 2 * @ 
Detroit a 6 
San Francisco . 7 9 
Pittsburgh . —ae ao ee , 
SS ie: ae 
Temcees. ...0O..h 
Cleveland . ... 11 .. 10 
Washington,D.C. . 12 . . 22 
Milwaukee. . .. 13... 12 
OS a: re 
NN ee eee ee 
memo 4. s « « » 0%. 
INNER CALIFORNIA 17... 18 
Providence. . . . 18 . . 16 
Kansas Cit i. = » Se ee 
Portland (Ore.) 20 . . 28 


FRESNO BEE 


Ap Si 
MODESTO BEE 


fully “covered” on/y if you use the 
“BEE” Newspapers, units of dom- 
inant influence in these key dis- 
tributing centers: Sacramento, 
Fresno, Modesto! 


The combined circulations of 
the Sacramento Bee, Modesto 
Bee and Fresno Bee* reach nearly 
60% of Inner California families. 
No combination of daily news- 
papers distributed from other 
metropolitan centers will give 
as much as 20% coverage. Follow 
the “Bee-Line” to sales results! 


Merchandising Service 


The “Bee” Newspapers main- 
tain a top rank merchandising 
service comparable to the best in 
the nation. For complete details 
write the Sacramento Bee. 

*Plus a Stockton Newspaper. 


Only Complete Radio Coverage! 


80% of the radio families of Inner 
California ... which can not be cov- 


il 


ered adequately by San Francisco or 
Los Angeles stations . . . listen regu- 
larly to these MCCLATCHY STATIONS: 


KFBK Sacramento + KWG Stockton 
KMJ Fresno + KERN Bakersfield 


KOH Reno, Nevada 


McClatchy Broadcasting Co. Stations 
represented nationally by the 
Paul H. Raymer Company 
New York - Chicago - Detroit - San Francisco 


JAMES McCLATCHY PUBLISHING CO. 


National Representatives 


O'MARA & ORMSBEE INC. 


NEW YORK + CHICAGO + BOSTON + DETROIT 
ATLANTA + SAN FRANCISCO + LOS ANGELES 


——_ 


EASTERNERS AT NEWSPAPER MEETING 


In this group at the NAEA are Norman Rose, Christian Science Monitor; B. C, 
Anderson-Smith, John Budd Company; William Ewald, Lorenzen & Thompson; Wil. 
liam Nugent, Media Records, Inc.; and Buell W. Hudson, Woonsocket, R.1., Call, 


tion between radio and printed me- 
dia, the net accruing to the agency 
is considerably higher on publication 
space than on broadcasting time. 

Lee Anderson, head of the Detroit 
agency of that name, said that no 
agency can hope to hold its accounts 
by selecting media on a selfish profit 
basis, but instead must “explore 
every device to sell the client’s 
goods.” 

He also asserted that radio in itself 
cannot generally perform the com- 
plete selling job on certain types of 
products because only the printed 
word can help prospects retain sali- 
ent sales points. He denied that pa- 
pers can logically eliminate radio 
news inasmuch as broadcasting has 
an almost universal appeal. He cited 
baseball, theaters and books as other 
entertainment factors that newspa- 
pers consider important enough to 
readers to justify editorial overhead 
without a balancing advertising reve- 
nue factor. 


New Evaluation Plan 


The Townsend plan of copy evalua- 
tion (ADVERTISING AGE, June 13) 
popped up on the convention floor 
when Franklin E. Katterjohn, adver- 
tising director, Cedar Rapids Gazette, 
told the newspaper advertising ex- 
ecutives to interchange information 
regarding copy pre-testing, so that 
all may reap the full benefits of indi- 
vidual experimentation. 

In referring to the 27 points of the 
Townsend plan, Mr. Katterjohn re- 
vealed that he has uncovered 16 
“selling elements” which, he de- 
clared, are basic ingredients of pro- 
ductive advertising copy. He said 
that formulation of a copy evaluation 
formula can assist the newspaper ad- 
vertising department materially in 
serving advertisers. 

Mr. Katterjohn also described re- 
sults of a survey he recently con- 
ducted to determine practices fol- 
lowed by newspapers in catering to 
retail advertisers. The majority of 
papers reporting said they depend on 
salesmen to prepare copy for local 
merchants, while the remainder op- 
erate special service departments for 
this purpose. 

L. C. Barlow, advertising director, 
Ernst Kern Company, Detroit, made 
a plea for truthful advertising, which 
he termed “the one priceless ingredi- 
ent” of any merchandising activity. 
Truth, he declared, can “make or 
break any product or institution.” 


Surveys Help All 


The practical value of consumer 
analyses in specific markets was de- 
scribed by Roger Reynolds, advertis- 
ing manager, Indianapolis News. He 
described the operating details of the 
recent survey of buying habits con- 
ducted by his paper. Returns were 
stimulated by a prize contest, with 
cash awards totaling $1,500. Cost of 
the entire survey, he said, was $3,- 
108. A number of new accounts not 
previously carried by the paper were 
attributed to the material contained 
in the survey. Agencies and adver- 
tisers both appreciate the value of 
such studies, he declared. 

Robert H. Crooker, vice-president, 
Campbell-Ewald Company, empha- 


(Continued on Page 24) 


Graham-Paige 
Will Revise 


Copy Claims 


Washington, D. C., June 14~— 
Graham-Paige Motors Corporation, 
Detroit, has entered into a stipula-. 
tion with the Federal Trade Com. 
mission to discontinue certain mis- 
leading representations in the gale 
of automobiles. It agrees to cease 
advertising that the Graham will go 
faster than any car in America and 
that, because of the particular type 
of oil filter used therein, oil bills 
or changes will be reduced any defi. 
nite percentage. It agrees to stop 
representing its car as the official 
U. S. Economy Champion, or other- 
wise implying that such car has 
been so designated by any branch 
of the United States government. 


Rule on Prices 


Graham also agrees to stop adver- 
tising that prices of cars published 
in valuation booklets are the “offi- 
cial” values; and to cease instruct- 
ing dealers to represent that valua- 
tions published in used car valua- 
tion booklets are anything more 
than the minimum prices prospec 
tive purchasers may expect to be 
allowed. 

The company also stipulated that 
it will desist from instructing deal- 
ers to represent that they are giv- 
ing bonuses on trade-in values of 
used cars unless such bonuses are 
bona fide and are given only in 
cases where a used car is in sub- 
stantially better condition than the 
average car of the same make and 
model. 


Alford Has New Post 


Donald C. Alford, formerly with 
Street & Smith Publications, has 
joined the advertising staff of Auto 
motive Jobber Weekly and Gasoline 
Retailer, New York. 


CINCINNATI! 


Branch Plants or Offices 


Atlantic Electrotype & 
Stereotype Co., 
228 E. 45th St., New York 


Northern Electrot Company 
41 Burroughs Avene, Detroit 


Hoffschneider Bros. 
500 Howard St., San Francisco 


Philadelphia Mat & Plate Co. 
243 N. Juniper St., Philadelphia 


Chicago, 400 North Michigan 
Ave. (Wrigley Bldg.) 


Atlanta, Rhodes Haverty Bidg-, 
134 Peachtree Street 


WORLD'S LARGEST . 
OF ADVERTISING PLATE 
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ADVERTISING MEN GET TOUGH ASSIGNMENT 


The model advertising model will be picked at the PACA convention at Los 
Angeles June 26-30. Frank M. McKellar (left), president, Los Angeles Adver- 
tising Club, and Howard McKay, sales manager, Foster & Kleiser, practice 


on Betty Green, entered in the 


contest for Jantzen swim suits. 


SAN FRANCISCO 
PICKS. YOUTHFUL 
REPRESENTATIVE 


Other Glubs Reatl for PACA 
Convention 


San Francisco, June 14.—Urging 
establishment of a national policing 
organization by the American Asso- 
ciation of Advertising Agencies to 
suppress false and misleading state- 
ments, Milton Burnham, assistant 
advertising manager, Pacific Rural 
Press, was selected as one of the rep- 
resentatives of the San Francisco 
Advertising Club in the speaking 
contest to feature the 35th annual 
convention, Pacific Advertising Clubs 
— in Los Angeles June 
26-30, 

Members of each of the affiliated 
Clubs will compete for awards at the 
convention at the Ambassador Hotel. 
Three separate contests will be held 
on these subjects: 

1. How can we strengthen public 
confidence in advertising? 

_ 2. How can the youth movement 

in Organized advertising best be fur- 

thered? 

_ 3. Why sales as well as advertis- 

ig Managers and buyers of adver- 

= should support an advertising 
ub. 

Speakers will be rated according 
to material, 65 per cent; presenta- 
“on, 15 per cent; copy, 15 per cent, 
and diction, 5 per cent. 


One General Session 


This year’s convention will be un- 
usual in that only one general ses- 
Sion will be held, consensus of mem- 
bers being that departmental meet- 
Ings offer the utmost in value. These 
meetings will be staggered so that 
®ach delegate will be able to attend 
a8 Many as eight such gatherings. 

James W. Young, professor of busi- 
ness history of University of Chi- 


cago, and a vice-president of J. Wal- 
ter Thompson Company, Chicago, 
will be the principal speaker at the 
general session. 

Among speakers at departmental 
gatherings will be Kenneth Collins, 
vice-president of Gimbel Brothers, 
New York; Edward Davenport, lec- 
turer on human relations; W. C. 
Mullendorem, executive  vice-presi- 
dent, Southern California Edison 
Company; Hal King, classified adver- 
tising manager, Seattle Times; and 
Stewart K. Widdess, advertising 
manager of J. W. Robinson Company, 
Los Angeles department store. 


Exhibition Is Feature 


An exhibition of advertising will 
cover 11 classifications: newspaper, 
magazine, graphic arts, direct mail, 
packaging, point-of-sale, outdoor, 
community advertising, complete 
campaigns, street car advertising and 
work of junior clubs. Awards will 
be made for entries held best in each 
classification. Glen Gordon is chair- 
man of exhibits. 

Lou R. Koch, of Foster & Kleiser, 
president of the PACA, is also serv- 
ing as general program chairman. 
With the assistance of D. D. Durr, 
Southern California advertising man- 
ager for Tide Water Associated Oil 
Company, as general convention 
chairman, Mr. Koch has arranged 
some outstanding entertainment, as 
well as meaty business. sessions. 
Assisting Mr. Durr in planning the 
lighter side of the convention are 
Howard S. McKay, of Foster & Klei- 
ser, and Nina Abbey, Associated Ice 
Industries. 


Bars Milk License Fee 


The Michigan state department of 
agriculture, Lansing, has been pro- 
hibited from collecting an annual li- 
cense fee of $25 from dealers in filled 
milk in a ruling made by Judge Le- 
land W. Carr in a suit brought by 
Carolene Products Company, Litch- 
field, Il. 


Plan Headliners’ Party 


The fifth annual Headliners’ Frolic, 
sponsored by the Press Club of Atlan- 
tic City, N. J., will be held there July 
15-17, with awards to be made at the 
annual dinner July 16 on several 
phases of newspaper work. 


DISCRIMINATION 
IN ALLOWANCES 
MAY BE LEGAL 


New York, June 16.—Efforts of 
food chains to revive display and ad- 
vertising allowances, reported at the 
recent meeting of the Associated 
Grocery Manufacturers of America 


practice, it is reported here. 


a complaint against the Quality Serv- 


(ADVERTISING AGE, June 13) is due to 
an informal ruling of. the Federal 
Trade Commission sanctioning this 


Won't Issue Complaint 


This principle was laid down by 
the Commission in refusing to issue 


ice Stores, Roanoke, Va. In this 
case, the FTC held that a group of 
retail stores can make contracts for 
advertising and featuring of a groc- 
ery product, and the manufacturer 
can buy these services for whatever 


Louise Ludke, production manager, Emil 
Brisacher and Staff, Los Angeles, and 
first agency girl to head the Los An- 


geles Advertising Women. She will be 
assisted by Anona Hansen, Bireley’s, Inc., 
vice-president; Nancy Grenell, Slavick 
Jewelry Company, and Gertrude Han- 
cock, Santa Fe Railway, secretaries. 


they are worth without worrying 


the price of the articles sold and are 


about the Robinson-Patman Act, pro-| not an indirect form of price conces- 
vided that the contracts do not affect | sion. 


“A manufacturer can contract for 


such services from one group of 
stores,” said the American Institute 
of Food Distribution, “and not pur- 
chase promotional services from a 
competing group with the same free- 
dom that he can buy advertising 
from one newspaper and spend no 
money with competing newspapers. 

“This is common sense. A chain, 
voluntary group or retailer coopera- 
tive depends for its existence on be- 
ing an effective selling organization. 
Organizing the advertising, store dis- 
plays and retail promoting is a 
totally different function from the 
buying. But unfortunately the food 
distributing businesses of the coun- 
try have grown around the idea that 
buying is the important factor—that 
the negotiator for prices is in con- 
trol over the selling.” 


Howard Joins Macy 
William H. Howard has been ap- 
pointed advertising director of R. H. 
Macy & Co., Inc. He was formerly 
retail advertising director and later 
sales manager of Montgomery Ward 
& Co. 


Permits Sound Trucks 


The city council of Houston, Tex., 
has agreed to renew sound truck per- 
mits on a yearly or quarterly basis, 
with operators paying license fees of 
$12 and $3, respectively. 


“Studebaker was one of the first 
automobile factories to contract for 
space in LIFES and our schedule has 
heen regular ever since. We think 
has a brilliant future, and will 


produce results.’ 


C. S. FLETCHER, 
Sales Manager, 
THE STUDEBAKER CORPORATION 


, 


This is one of a series of adver- | 
tisements reporting opinions of some 
of the 1938 LIFE advertisers who 
are responsible for the advertising 
progress shown below. 
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Pricing Problems of Industry 


Business men have reason to be 
somewhat confused when they read 
that Thurman Arnold, assistant at- 
torney-general of the United States, 
in charge of prosecutions under the 
Sherman anti-trust law, is planning 
aggressive -action against alleged 
monopolies and industrial combina- 
tions which are maintaining artifici- 
ally high prices, thus reducing de- 
mand and employment. Mr. Arnold’s 
pronouncement was one of the most 
important presented at the AFA con- 
vention in Detroit last week. 

The reason for their confusion lies 
in the fact that the United States has 
been busy the past year or two 
enacting laws which have as their 
purpose raising or maintaining retail 
prices. The Tydings-Miller law, in- 
spired largely by independent retail- 
ers, was intended to protect retail- 
ers’ profits, with the probability 
which seems to have turned into a 
certainty, that the consumer would 
pay more for the merchandise af- 
fected by it. 

If the government is opposed to 
price pegging or price maintenance 
or price fixing, call it what you may, 
when it is done by manufacturers 
selling industrial goods, but favors 
price pegging, maintenance or fixing 
of consumers’ goods, sold at retail, 
then there is an evident conflict of 


Biggest Thing 


Dr. Herman Hettinger, University 
of Pennsylvania professor and radio 
economist, told a sales managers’ 
conference of the NAB meeting 
in Detroit last week, that the most 
important thing in radio is the pro- 
gram. He urged stations to sell pro- 
grams rather than time, and pointed 
to small stations which attract big 
audiences, as compared with high- 
powered stations in the same areas, 
by the simple magic of broadcasting 
programs which people want to hear. 

His reasoning regarding broadcast 
advertising of course applies to 
every other kind of advertising. Just 
as the power of the radio station 
represents only a potential and not 
an actual audience, so the circula- 
tion of a publication is only the 
potential at which the printed adver- 
tisement can aim. Whether’ the 
actual circulation of the advertise- 
ment approaches the potential de- 
pends on the advertiser and not on 
the publisher. 

Just as some radio programs at- 
tract the major portion of the avail- 
able audience at a given hour, some 


advertisements get top readership 


while others fail to win more than 
a casual glance from bored readers 
for 


looking something interesting. 


policy and point of 
should be clarified. 

Some commentators blame busi- 
ness itself for the confusion, because 
business has been responsible for 
the pressure which resulted in legis- 
lation designed to protect retailers’ 
profits, presumably at the expense of 
the consumer. As Robert P. Vander- 
poel, able financial editor of the Chi- 
cago Evening American, bluntly puts 
it, we can’t have our cake and eat 
it, too. We must protect effective 
price competition among both manu- 
facturers and distributors if we are 
to avoid increasing government regu- 
lation of methods of price fixing or 
control. 

Commenting on General Foods’ ex- 
periment in price maintenance in a 
section of the retail grocery field, 
Mr. Vanderpoel said: 

“It is our opinion that this type of 
price fixing is all wrong. We are 
going to have either a competitive 
society or a non-competitive one. 
Price fixing of this type has no place 
in a competitive economic system. 

“If we are going to change our sys- 
tem and get away from competition, 
we must recognize at the same time 
that we must accept increasing gov- 
ernmental control and that we are 
moving in the direction of a regi- 
mented society.” 


view which 


in Advertisin 
| g 

Thus a good advertisement in a pub- 
lication of limited circulation repre- 
sents more for the _ advertiser’s 
money than a poor piece of copy ina 
medium with much larger circulation 
and many more potential readers of 
advertising. 

The present discussions of how to 
get more for the advertising dollar 
inevitably come back to the question 
of copy—whether a printed adver- 
tisement, a radio program or a twen- 
ty-four sheet poster. No matter how 
much research is done on markets— 
and it is important—the big question 
mark still remains: Will this adver- 
tisement get maximum reading or 
listening? There is the point at 
which all of the efforts of advertisers, 
agencies and media owners must 
succeed or fail. The consumer sup- 
plies the answer. 

The program is the thing in radio, 
and the same problem will continue 
to present itself continuously in all 
other branches of advertising. Cur- 
rent interest in copy and radio pro- 
gram production is a healthy sign. 
It means that more attention to the 
production of advertising and the 
measurement of results will produce 
definitely improved 
vertising dollars. 
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~ "Boss, we're made. I've just sold Morgenthau and Hopkins.” 


Ad-libbing 


The New Vogue 


The advertisement for Crown rayon 


reproduced here is an _ interesting 
specimen, we think, of the newer 
trend in advertising a trend 
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which will make it harder and harder 
for sweeping generalities, glittering 
but unsubstantiated claims, and 
soap-box oratory to sell merchandise. 

“Are you tired of playing guinea 
pig?” the copy asks. “Why should 
you have to resort to guessing games 
about ‘will it wear? and ‘will it 
wash’ and ‘what is it made of?’ when 
you buy clothes and home furnish- 
ings today? Why should you have 
to prove for yourself the quality of 
the things you buy? To the women 
who are tired of purchasing by trial 
and error . . merchandise of certi- 
fied, identified quality is of first im- 
portance.” 


That’s plain speaking, and a lot of 
people won’t like it, thinking that it 
is detrimental to advertising, and 
smacks too much of knocking com- 
petition. But it’s the kind of reason- 
ing the harassed housewife can 
understand and agree with, and more 
and more it’s getting to be the kind 
of advertising that sells merchandise. 


Guessing Contest 


By accident or design, Harding’s 
Pharmacy, Detroit, developed a per- 
fect tie-in with the AFA meeting by 
putting on a unique contest in its 
show window. The window was piled 
with nationally advertised brands, 
with one product, and only one, in 
twice. The gag is to have sharp 
enough eyes to tell which product is 
duplicated, whereupon the pharmacy 
contributes a box of candy or a quart 
of ice cream. Then the duplicated 


item is changed and the contest con- 
tinues in full force. 

This has been going on for five 
days now, and ten prizes have been 
awarded. Strangely enough, the 
hardest duplication to discover 
proved to be two hot water bottles, 
which reposed in the window for a 
day and a half before anyone discov- 
ered it. 

All of this sounds rather silly and 
small-timish, but despite the fact 
that the prizes have a _ negligible 
value, the window has been an out- 
standing stopper ever since it was 
installed. Harding’s took a picture 
of it one day, and the camera showed 
65 local citizens diligently search- 
ing for the free key to a quart of ice 
cream, 


It's Not All Play 


The general atmosphere of a con- 
vention, even in the advertising field, 
is one of vacation and fun, and the 
casual looker-on, or even the delegate 
who wakes up the next morning with 
the taste of sawdust in his mouth, 
is likely to feel that no one does any 
work or gets anything out of the 
meetings aside from social contacts. 

But we are convinced that in a 
large measure this is merely the su- 
perficial view of a convention, the 
glamorous, exciting part that gets 
all the attention. Take that AFA 
meeting last week. There was plenty 
of social activity, provided in bounti- 
ful and truly first-rate fashion by the 
host clubs, but if you wanted to get 
down under this surface impression, 
all that was necessary was to make 
a round of the departmental meet- 
ings, many of which drew overflow 
crowds which stood around the walls 
and even out in the halls, drinking 
in the practical, down-to-earth mate- 
rial that was dished out in overflow- 
ing quantities by scores of speakers. 


Jottings 


At last we have discovered the 
answer to a very important and very 
vexing problem: Who invented the 
ice cream soda? G. O. Guy’s drug 
chain in Seattle solved it the other 
day with a big newspaper ad an- 
nouncing “G. O. Guy’s 66th birthday 
celebration of the ice cream soda, 
originated by G. O. Guy in 1872.” . . 

Norfolk & Western Railway is talk- 
ing right out in meeting about grade 
crossing accidents, asserting without 
equivocation that the real danger of 
the highway grade crossing is de- 
termined by the action of the auto- 
mobile driver. To back this conten- 
tion, they assert that 23 per cent of 
the accidents on their road last year 
were caused by drivers driving into 
the side of trains, and 121 auto 
drivers drove through and 
down crossing gates. 
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Information 
for 
Advertisers 


The following documents may he 
secured without charge from compa. 
nies sponsoring them, or through 
ADVERTISING AGE, by any national ag. 
vertiser or advertising agency execy. 
tive writing on his business letter. 
head: 


No. 1367. Rapid Copy Service Com. 
pany Stats. 

This reference manual, issued by 
Rapid Copy Service Company, cop. 
tains a host of time, money and labo, 
saving applications for the photostat 
user. Numerous lettering effects, has 
relief, curved, and colored ’stats anq 
‘stat montage are among the inter. 
esting examples shown. 


No. 1368. Women's Appeal Survey, 


This reader preference study, is. 
sued by the Chicago Herald and Ey. 
aminer and Evening American, tabu. 
lates the findings regarding the 
woman-appeal value of Chicago news. 
papers. Preferences are shown for 
health, food, fashion and beauty de. 
partments of Chicago dailies, with 
per cent of preference to circulation, 


No. 1327. Trends in Chicago Depart. 
ment Store Advertising 1932-1937, 
This brochure, issued by Chicago 
Tribune, offers a tabulation of de 
partment store advertising linage in 
1937 for Chicago dailies, with com. 
parative figures for 1932 and graphs 
indicating the trend, by newspaper, 
for total and individual stores, over 
this period. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 


This study, issued by Simplicity 
Magazine, covers the home sewing 
market, showing the extent of pat- 
tern sales, how the sewing machine 
ranks in importance with other home 
appliances, a tabulation of Simeplic- 
ity’s coverage, and the status of the 
average sewing woman reached by 
this publication. 


No. 1350. Route List of Retail Drug 
Stores in Denver. 


This pocket-size booklet, issued by 
Radio Station KLZ, contains a com- 
plete list of retail and wholesale 
druggists, and national and local 
drug chains in Denver and its retail 
trade area. 


No. 1321. Sampling Procedure. 


This folder, issued by Forbes Litho 
graph Company, contains a thorough- 
going study of sampling as a mer 
chandising tool, discussing the sev- 
eral groups of sampling operations, 
types and varieties of packages avail- 
able to the sampler, and listing some 
helpful answers to questions on the 
subject. 


No. 1316. 1938 Route Book of Port- 
land Drug Stores. 


The Journal, Portland, Ore., has is- 
sued this new pocket size directory of 
the drug trade in Portland. Stores 
are listed by districts and a scien 
tifically arranged automobile route is 
suggested for each. Listings cover 
drug stores, drug jobbers, chain store 
organizations and buying associations. 


No. 1342. Certified Radio Survey of 
“Buying” Listeners. 

A new slant on determining radio 
station popularity is offered in this 
study issued by WMC, Memphis. 
Research operatives interviewed cus 
tomers at point-of-purchase, rather 
than by the  phone-call-to-home 
method, the analysis, therefore, indi- 
cating ‘station preferences of actual 
buyers. 


No. 1320. A Survey of Buying Power 
and Newspaper Coverage of Dal 
las, Texas. 

The Dallas Morning News and The 
Dallas Journal have issued this folder 
which contains a zoned map provid 
ing an analysis of homes, home-buy- 
ing power and the city coverage of 
these newspapers. The folder als? 
discusses coverage of the cities 42¢ 
towns of the 37 counties in Dallas 
retail trade area. 
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WESTERN APPLES 
make 


EASTERN PIES 


... there’s the rub for the New York fruit farmer. Maine potatoes. are 


baked in Boise . . . Idaho farmers know that. 


Farming has become a highly competitive national business. To conduct 
that business profitably, modern farmers need news... national news of 
what is going on in farming ... news of what is going on in the world that 


affects farming. 


To gather and deliver this news to farmers who already know how to 
farm —who are eager for everything that will keep them abreast of condi- 
tions today and better enable them to meet the problems of their now highly 


competitive business... this is the unique job that Farm Journal does. 


That it does it well, is evidenced by a quarter of a million circulation gain 


since the advent of 4-day writer-to-reader service. 


Farm people like Farm Journal. 


FARM JOURNAL 


Washington Square, Philadelphia 
THE NATIONAL NEWS MAGAZINE FOR THE FARM FAMILY 


SEN EES 


es 


: ie i te ia wees as ; ; oh, ae hss 4 
b ; me 2 ee =f". ea ear ee pa se ce 2 
= Tt ee 
: 
ve cae 
ae * 
rs. —_ 
we cs a 
é Rd < Lae i {4 he ORS 
(Meg , wt eh eget 
, # <= ¢ 7Y e 
< él oy Sa Re, 5 é : - za 
re Ia Bs _ ag Pia os. Me ¥s 3 
RS fe - ~~ 
Fa cpa eon Pe % - 4 5 , 
‘ ow. ; h 
wees i eS ie Oe , : ; Sy 
S, iG wens : be wx em. ) ent ; 
F, Ay b LP » Bo ‘Saw 6, ae se >” . 
i ie . ween : 
ie ei Ft wa et . pate : 
eS = = bes le eA 2 
43 o 4 ras aie ee. alan a «= é %. me 
A ee is? . J ~ ———. .... ai Y F et Bay 
- ’ a Psa x Se srs 
Zz a= a : we: em, we’ as ee 
j 4 ‘ eae nan ® é : ; 
Le tiling s >. a * 
J 4 : ~ Ss —— oo Rue, 
.. aie — ‘ sage Ee 4 ; 
Sw ay en a ie 
= ‘ ‘ ey Pg RN OF le ss 
’ Se “ ~ Ms a ‘i 
CF | . en : ee, ae. = 
. e s ss 
4 € f = o Wap ‘ 
— ee ue ee ey ee ” : 
ze ‘ o atta? * mes ¢ \ , " 
Gi aga, | 
at —— Ws ' bo a Sa i 
, 4 4 ' en ae yee > 4 yr yy 3 7 ae : : i 
ve — — io - © ns >» ; Ga 
. « - 7 ang . > os t - — 1 ee ae 
rf . an = me ot J * oS ae 4 i * 
4 xs Ag ‘ = * oe = ut Ph ) ‘ ; 
ered /  j me *. ae a 
,* we Pe, i “ Se * ees ow # 
‘ * = a 8 a> . Se ‘ ge ee at 
i itn fe %, Pye z oe 
P ie x eS we $ th ae a . sae om "i aareine 
ee = ee, : Pee Cont 
ng . R aa ae : 
re ue %; Ska . . . ¥ e E is ae a oe 4 b ee es 
Pie nn s : " a ‘ae . Sree fs ah 
Pee i . BS = 3 5%: : Be * eee 
: ge Seale i "a § 4 0 eee 
ji ac Ed se $ E & : So neil 
< So : peer ‘ a ; g FA a) ease Recs 
| s 4 ee } — eal 
aq ee ne 3 3 re SS ; , “34 a ; Cas San 
= es. ; Sry mf we ; ee a. 3 eer ae 
Ww ith oe : nt <a ‘ re eh ie % , He bs ee , 
ms a a = — 295. ak : bs ES a eee Se 
ition. ‘Ae & os as ieee Saas om i ead fe 
A . Pt, a fs Lg Re ae 
2 = oie ae ee by ae Pa pe Me oe 
part. Res “ ’ _ : oF eee a at re * 3 ve ners a, 
i : 2 : 3 a 4 le <3 - bs ts Pierce iy 
-1937 Pa ae — . os Ps 7 i. er ae tg 
; “esis? <% se, : ee "a *, o! ees 5 
a, io “er a aaa ¥ ¥ - % Bai * 
icago cS : ge ie Vee a % a Be 
f at is Ser bee ‘4 ~ Sod “By Bune =. ae cere 
ea : oe . ES gl ; ‘ Bu a 2, a 
de- | ae ea oe ee ae a ee ae a SE 
Be in a , ees . ie ee es Rens 3 > he ea Seam 
Reis es the ie * ci ; Fk . . : cer i o. #2 +s rian 
com: —_ ee ? bes “ “<X cs ar Soe. Soe : e. oe Sasa, = we 6 ee ae 
* eae ee A BT i ee Pee “ee 7s Re ARS ca . ae. at o& * a eee oe 
raghe i  —— ¢ aN ee nas ! . ie leg 
aper, ‘ Mir” . . — se ao A . 4 ie. : : ‘ _- ot ‘ : en ‘ 4 r ee ae ee ‘ oS 
4 ae Pe gs nae Bee —s* * ‘ ce: 4 ue x3 : : : 530 Cay - oe 
over Oo tr RT Cee gm PS es fa —_ mp ov Ss aloes | 
ai j % } 44,¢ £2. Sills —_ ; % eS ee ies ee . ’ ‘ ‘ er — 
wa — " ae se ae % ‘ : bait Se : ea : 
ss : aS ° i a .. Re ae é 4 : — 3 nl Sf Se ee fe € r : : : , 
eRe? Bie, : a é. Te Riga ie pe * { ears. <a ae <p eetage ee ss “i E,. ss $ j Py 3 K : 
Be, Re 8 F i ee —. a rs . e, — = ae i res the ee : ; &: ; ; 
bet— , Vedas CMs = eo . ot \ op eee, A FF =a 
) and ty a 7 @ fxs 4 ag ps * ei Po aad 7 te _ ‘ iat ge ae tk ete i | cae of rey 
a AR ea , & Re * “ Bh es er ea ee Lome “£ Pe us ay" 
‘ ll aor : ae . eg , Ps zs , Sosa a2. é. ee yor j * # “wy a 
Mie: Se eee = : P , . ° hdittnes, 4 sill J * A . - a al fe ona ee . % ee cor 3 — ie R. * eS 
li it F i) Le +, : colton PRX ye 3 ee 4 — ee ia Se oR ae he 7 ai ae . i fi a‘ . ae a 
cily ne a a ere ea tt ae sssineo ant Bee) cat Sa Pe a! ee ¥ = aaa EN : 
wing “ . “ev K oe : . 4 * gee Oe we eget ae i 5 xi "fl ~ Bie te 4 * f : x a am) s 2 i iadete ey i: ec 
. © , ss <3 a “4 “a - Lo ne Bett Gi cy tan eae se ii 
vad me “ae > ate eee. - ss iy alae elo ba a 
*hine * Weaiias : s pe a 4 is aes. 5) @ ad ee’, pen, ; ee i eee 
hom . — ; $ : ‘ak. oe ea at P ee fe Zan z és ere aa ae [ae iss) ri, Stee aes oe eT tes 
" ssi os ey aaa 2 ee ce ere » 2 io. eee arly Ray tent e ; 
° yy j li ee ‘fa oe ; Re ci. ee | o gfe ee ey ee soot at eae as abe ee 
> wee hoe fea ip j ee NS " j ee ee PS oS ee ee | he eae 
uplic ore Tver ——————————t ee oe ll - aaa: 
e the a : Oe Bi IT ee 4 ; bar: rs er : oe BY a ee aa Re ies ia 
* , ee he ee eae ‘he Tree ee  ¥ aes iets “~~. the ee ae at ee i ae a 
i by , a OS, oe . ‘7 2 Ba Se is : eR Bee. ee 4 are 
RR ae Se & Z > eee es of s A se i » Be a a 
. a : “a SEs bor: ¥ - a a Ma ie Ree , + tr Cae ve: Bic. | Mee a ; : 
AN Se eee ee se . MR ew Pee: Si ns aaa pe ek era “4 
oy ne gee oe ee Maen) ee, eee ae i 
a nee fy i ace * A OSE RSS Nia eee eee Dieter Reo. “ee ee ee 
Drug . ‘ * Ben ik i a. ae = j ne eee Soe Sree ee ara casa i 
ire i oe ee ; Alia 7 PRR cs dace." le eat apa Baers ak? bei eee. 
St: ies oo EAT es tla eg feet tes E ie eer BAe re: “) ae es 
’ . fae eg Pain i Spates tae ie i oD He oe aS eee Se oS 
Bs : a eae ‘ EE Se Baka? Se 35 ae ee Pe a ‘se Dar os ae = ee SA 
d by os: er oa Si as ae Ee. sia eee Fe te 
com- | Mati Ae ee Tees: aa 
‘aay te Oe ones a ee 
esale ane oh a eam rat ia i ae 
l Ce oiehecat” ak Ge Wea a 3? S pay ie 
ocal re Aiea ee Sn ns jy seal ae Se a a. 
OE AO, a gg ain a ee eae ete ee eT 7 EAL. 
etail Bees Si ek rie : 5 Ue eae Dearne ee. i pone eae 
pf oe a as tai fae CAN ts -. S-cogs i eaeenRe eed Lica 
Deca ee CIs acl eee eat i pli ae eae tse at 
a ee Bree ae one ee 
aS a tPaondy : Le lp ies “id ae ris ee Aas 
ee See iS ie Pee a ear! ener é ae rer es 
itho- ieee —— 
yugh- 52 kt aii a 
et <4 ik Seeger : 
mer: sie Bk sloth ey or a earn es 2 : ay re 
ete au eae, dete mei a Rages ee 
-” Fa ieee ge ks oo 
ions, ; cae eee ; bt Speak 
; ‘ = ‘ae Soa Sg ee area 
vail- ee cs ‘ De 
some ; — : ee 
FE es |e 6, sale ar A aah ¢ 
SOR rant pe em yess ~ pha ao ia aie r 
tol lee SER Pts ae eS Gas as Seca 
ND a peer ee : ; 4 i sale 
a sia ts 
cet aids rr ae. pi cl 
Port: pas ees i 
a ein RAR ea aes , aed re 
Pm ta er ge : 
; eer ge ee ae te a cn as 
y of Liliane 1 Sighepie ae ieee Pee cas 
fe bicwn oa 
cien- 2 eta “| ia: ie 
ie aa a 
te is af a 
tore iene 
= tae ue nase: 5 
ons. ft) eae 
eta aia # ee 
ies 2 mt 
adio : 
this 
cus- 
ther 
ome 
indi- 
tual 
wer Bo | 
Dal- 
The 
|der 
vid- 
uy- 
» of 
also 
and 
’ 
las 
ee - oie. | 
; oe 
oe pe) Tea 
a > ore Be ean 
Been OSES Pe ees ; Fi. Mc Doce 
Pe eee eee Sear: a ae ig iia aaa a ate et ee Sarai e gah ae ae ae 2 Pai = Saha 
» Ma wits Sos papas fe an ny Sols | 28 so) Bee roe eae Dent Mie KOR rae Pee teats ba Bie : ah ae 
- : eo dupes aa omit oe ge ee Ske l= ad 5 aces eye pes alae ago Poe ei b Sr a ae ‘ty, eae xi ‘ err erkce se 
" : ines Rcle Ree i ee Pate ee Pace 1g Neg a eae. Sune ae ce ta Sages yD Ne Lass os 2 ; Pie _ ane aan 
: pats cS, bere oe Seg pee et ite «Ng eS shots geet“! a SR wp Rees pe ci her 5 ene eat SER Flea pee 1 aha eae 
a z . si hab & in ay el eee eer. ae gs Poe Dae Po posite Mes pe eae aa) pea ie a a Rap AN ibe Eraikey forrae re SS re % “S21 ae Sa ey ser dre 
: , ca Ae sae, Sel SRO ie MRT sc) 2 tara era de exe at aneeen Bett ea 
Sp coretee yl : ree Seger tie SM eee ee erg i ir Aas MEGS Geese! ces gaesaaiad Ca out i ai SP ii ‘ Be eo 
"4 2 E : ES ee ae Sie th Mae tars ange Wi ONS Yo eS a ba Mot RT ee NY Ree epg es ee ee eee ee tee ras sf aera 5 =a Ae 8 . 
ae nee : a 7 peroerio Vere tS MN os ee ie ed ere ote BB Seeger Sale 4 Oe Pipa oe ae, Le eek f 
_ ~+ r s ‘ et cee ee at See RE Pome Sete eS SEA eso WC eh i 
a ip ee et pons Bye ee svat pA i Sy ol ae aetna ay En ey: Tinga cig Toes 
c= ¥ Fee ak é ; SSL PE a ee oe 


14 


ADVERTISING AGE 


June 20, 1938 


Business is GOOD in | 


WOODSTOCK 


A live Virginia town...merchants 
do a real business .. . industry 
helps . . . trade booms. 


— 
= for 


= 
5 


Casey-Jones Overall Factory is the 
largest industry . . . provides steady §f 
work and regular pay envelopes. 


Woodstock Consolidated School, one 
more step in the development of this 
community. 

* 


Woodstock people bought (86 new 
cars last year . . . over 100 elec- 
tric refrigerators . . . more than 
150 radios. 


vo 


This modern store alone sold over 100 
radios and carries a splendid stock of 
wanted merchandise. 


Riley Chevrolet Co. sold over 75 new 
Chevrolets during 1937 and looks for 
a bigger year in 1938. 


Woodstock is but one of 16,000 
small towns where business is 
good and where GRIT is the big 
sales promoting factor. 


345 families live in 
Woodstock 
100 read GRIT each week 


To Sell Goods in 


SMALL TOWNS 
Use 


WILLIAMSPORT, PA. 
ARR Sem PEN AE 


aon 


Voice of the Advertiser 


% This department is a reader’s forum. Letters are welcome. 


Death of Lincoln 


To the Editor: I wrote Copy Cub 
last December kidding him on his 
misinformation about the hour that 
Abraham Lincoln was shot. Some 
one had told him it was the time so 
frequently indicated by watch manu- 
facturers—around 8:20. 

In a subsequent issue a correspond- 
ent from New York advised me to go 
look up a program of the play. I 
have just returned from Washington, 
where I did just that. 

Neither the play program for the 
run of the piece—nor the specially 
printed one used that night to honor 
the president—contains the curtain 
hour. However the Sunday Morning 
Chronicle, published in Washington 
for April 16 (Lincoln was shot Fri- 
day night before) says that “At half 
past eight o’clock Mr. Lincoln, ac- 
companied by Mrs. Lincoln, Miss 
Harris and Major Rathborn, entered 
the theatre.” 

The play was just starting. Mr. 
Lincoln was shot during the second 
scene of the third act—the lines that 
were being spoken at the time are 
underlined and also framed under 
glass—all of which adds up to my 
original contention, that he could 
not have been shot at 8:20. The 
same newspaper says: 

“The time of the assassination 
was, as nearly as can be ascertained, 
half past ten o’clock.” 

I would not have bothered to con- 
tinue this incident had it not irked 
me slightly to have the gentleman 
from New York toss me back such 
an ambiguous reply. He intimates 
that I am clear off my base on this 
without saying so. In return I say 
he is entirely mistaken, and respect- 
fully submit the newspaper accounts 
of time as evidence. 

Leo S. ROSENCRANS, 

Wilding Picture Productions, 

Inc., Detroit. 


7, © = 


Predecessor of A.N.A. 


To the Editor: Can you tell me 
whether the National Association of 
Advertising Managers, of which St. 
Elmo Lewis was president, about 25 
years ago, has any direct successor? 

I was for some time chairman of 
a committee of that association to 
discourage misleading and deceptive 
advertising, long before any Wheeler- 
Lea amendments to the FTC stat- 
ute; and now, if there is a similar 
activity by any of the advertising 
associations, I would like to know 
about it. 

F. H. NEwMAN, 
American Teabob Company, 
Milwaukee. 


- FF F 


Strong Close 

To the Editor: The enclosed un- 
intentional spread from Business 
Week strikes me as being the height 
of something. What copyman could 
think of a stronger way of closing a 
strong piece of copy than by offering 
“40 per cent off!” 

RUPERT THOMAS, 


G. M. Basford Company, 
New York. 


“Bee eat yome brad deaher” te pectiy teak way te clown @ 
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BEER ADVERTISING DIGS DEEP FOR FACTS 


QUEER FACTS ABOUT BEER/ 


IT WAS HIS sTucigs ou BEER 


NT IN 

LED HIM STRAIGHT TO THAT 
STVOy OF INFECTIOUS DISEASES WHICH HAS 
BRANCHES OUT SO BROA 
OuR STUDIES IN BEER HAVE LED US TO MAKE 


SOUTHERN SELECT witn vistiuep warer 
THE ONLY CHEMICALLY PURE WATER KNOWN. 


THAT WERETHE TURNING 
‘S CAREER, ANO 


OLY ANO GENEFICENTLY. 


MACE WHEN |. 
SEEKING A PRINCESS’ HAND. 


OF FRIENCSHIP, 


TODAY ( 
CAS A LGCe 


ALL FAMOUS PSYCHOLOGISTS 
AND NEUROLOGISTS ie 
BEER FOR ITS SCOTH | 
ING, BENEFICIAL ie 
EPFECT ON 
THE HUMAN E6C...- 

A BOTTLE OF 
SOUTHERN SELECT /| © 
1S RECOMMENCED BY COCTORS; ~ 

To BE ORUNK i 

BEFORE RETIRING=- 
(IT INOUCES RELAXATION AND 
A SOUND, 
BENEFICIAL SLEEP. 


Information herein furnished by United Brewers Industrial Foundation 


Copr. . 


History Repeats 

To the Editor: Page 22 June 6 is- 
sue gives space to “Glean Facts from 
History for Beer Copy.” This is fine, 
as it makes us feel that “Great 
Minds Run Together.” 

We enclose proofs of series ‘Beer 
and Skittles—Queer Facts about 
Beer” that we ran in newspapers in 
Southwest during summer of 1937; 
also our ‘Memory Lane” series which 
followed. 

Jay H. SKINNER, 


Jay H. Skinner Advertising 
Agency, Houston, Tex. 


, 


Electricity Borrows 


Idea from Insurance 


To the Editor: Capitalizing on the 
“health story” of electrical appli- 
ances, the Puget Sound Power and 
Light Company recently introduced 
a “Span of Life” contest. 

Life insurance statistics show that 
in recent years the normal life ex- 
pectancy of the average American 
citizen has increased materially. This 
contest is developed around the idea 


eston, cs) a 


UNINTENTIONAL LAYOUT IN MAGAZINE 


“pittecanes, acd after bene 
if : 24 Tard Biepiesienty 
Derwent, hah 


that electricity has been largely re- 
sponsible, giving the American citi- 
zen hundreds of electrical appliances 
which make for easier, better, more 
healthful living—and ultimately in- 
creasing the normal “Span of Life.” 

Contestants are asked to write a 
letter of 200 words or less, giving 
their reasons why they believe some 
one electrical appliance does increase 
the “Span of Life.” Both city home 
and farm home appliances may be 
used as subjects. The contest entails 
no obligation to buy, but does re- 
quire an official entry blank, which 
can only be obtained from an elec- 
trical appliance dealer or a Puget 
Sound Power and Light Company 
store. 

The contest will close June 30 and 
495 awards will be made for the best 
letters. The awards will be merchan- 
dise certificates which can be applied 
as a full. or part payment on any 
electrical appliance of the winner’s 
choosing. 

Media used to promote the contest 
include daily and weekly newspapers, 
community and foreign language pa- 
pers, and announcements on Puget 
Sound Power and Light Company 
radio programs. 

W. T. PROSSER, 

Strang & Prosser Advertising 

Agency, Seattle. 


Plaza Bank First 


To the Editor: We noticed your 
story on a cartoon being used by 
The National Safety Bank and Trust 
Company, of New York, in their ad- 
vertising, with caption “New York 
Bank Turns to Humor” and the com- 
ment below “Said to mark a new 
high in the use of humor by a finan- 
cial institution. ..” 

The Plaza Bank in St. Louis, Mo., 
our client, was the first to adopt this 
cartoon character of advertising in 
connection with no-minimum balance 
service. A couple of samples of the 
advertisements thus being used are 
enclosed. 

RicuHarp H. Lopez, 


Emmas-Parish-Lovejoy, Inc., 
Chicago. 
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NEW ART 


Abstract Airway Art 


To the Editor: I am attaching 
herewith a pull of an advertisement 
put out by our London office which 
I am sure will interest you. 

It is an adaptation of a poster 
done by the famous abstract artist 
Ben Nicholson. Mr. Nicholson had 
never undertaken this work before, 
and the actual poster has a light blue 
background with the circle filled in 
in brilliant red, the lettering and 
symbols, being in black. 

We have found this a most extraor. 
dinarily attractive piece of work, and 
the reactions by the public very grat- 
ifying. The brilliant red spot draws 
attention immediately, and the mes- 
sage is told very simply. 

P. E. BEwsHEa, 
Imperial Airways, New York. 


TY FV F 
Educating Carriers 


and Buyers of Space 

To the Editor: Hardly an issue 
date goes by that some trade paper 
does not carry an article by some 
buyer of advertising space pointing 
out that: (a) after all, the editorial 
content of a publication is the most 
important thing, (b) publishers 
should stop yelling about linage and 
circulation and talk about why their 
publication is good and why its read- 
ers like it. 

We've taken you (collectively) at 
your word. Attached is a little book- 
let called “Post Feature Parade.” It 
isn’t pretentious. It wasn’t prepared 
for advertisers. Sending you a copy 
is an after-thought. It was prepared 
to keep Post carrier boys informed 
about Post feature writers, so they 
in turn could inform the benighted 
Washingtonians who do not already 
read The Washington Post, and 
thereby secure their subscriptions. 

If you really are interested in 
knowing what goes into the making 
of at least one outstanding newspa- 
per, we think you'll be interested in 
this little carrier boy booklet. 

D. M. BERNARD, 
Business Manager, Washington 
Post. 
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Pseudo Science in 
Work of Salesman 


To the Editor: Here is something 
which might possibly stimulate your 
own thought or comment, and if 8° 
you are free to make any use of it 
you might wish. 

The other evening I was invited, 
as you will note by this editorial, to 
one of those meetings where @ sales- 
man of aluminum utensils comes i? 
and cooks the food and serves it, 
asking for a couple of minutes t0 
explain his product, and then talked 
for two hours. I never in my life 
heard so much pseudo science 40 
health exhortation as he gave us! 

Our use of this was for the purpose 
of emphasizing something which Wé 
have long tried to stress — that 
printed advertising increases the tT 
sponsibility of the advertiser because 
he must live up to his promises, an 
can be checked up on those promises: 
Door to door selling has no such Tf 
sponsibility. 

JoHn E. PICKETT; 

Editor, Pacific Rural Progress 

San Francisco. 
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TWO DETROIT GIRLS, ONE BOSTONIAN 


Philip J. McAteer, Boston, vice-governor of the First District, AFA, gets a kick 
out of posing with the two attractive young ladies who distributed Advertising 
Age dailies at the convention. 


RELAXATION BEFORE CONVENTION GRIND 


At one of the Sunday cocktail shindigs: Arthur Hallam, Alpha Delta Sigma; 

Harry Anderson, Branham Company; Maurice Davies, Reo Motor Car Company; 

Russell Scofield, Lexington, Ky., Herald-Leader; J. Garrett Noonan, retail adver- 
tising manager, Louisville Courier-Journal & Times. 


READY FOR BUSINESS AT NEWSPAPER SESSION 


Preparing for the NAEA meeting: W. H. Moore, director of advertising, Detroit 
News; John E. Jerome, Minneapolis Journal; W. D. Nugent, Media Records, 
Inc., New York; Irwin Maier, Milwaukee Journal. 


PLEASANT INTERLUDE AT THE D. A. C. 


r this pleasent group at the women's cocktail party, Sunday, are: Ursula Wehde, 
merican Lace Paper Co., Milwaukee; Helen G. Weiser, Safety Envelope Mfg. 
~~ Milwaukee; Edna Louise Fitch, Standard Register Publishing Co., Chicago; 
ce Kiesslich, American Lace Paper Co.; and Adele Holtz, RCA Mfg. Co. 


GENERAL MILLS, 
EASTMAN KODAK 
JOIN FOR STUDY 


New York, June 16.—Incorpora- 
tion papers were filed in Wilming- 
ton, Del., for Distillation Products, 
Inc., a corporation jointly owned by 
General Mills, Inc., and Eastman 
Kodak Company. The purpose of 
the new corporation is the exploita- 
tion of inventions, products, pro- 
cesses and machinery in the field of 
molecular distillation. It represents 
an important forward step in the 
work which has been carried on 
jointly by General Mills, Inc., and 
Eastman Kodak Company in the 
fleld of concentrated vitamin prod- 
ucts. The distribution of vitamin A 
and D products produced by the 
new corporation will be handled 
through American Research Prod- 
ucts Division of General Mills, Inc. 
The officers of the new corpora- 
tion are: chairman of the board of 
directors, James F. Bell, chairman 


of the board of General Mills, Inc.; 


vr 


president, Frank William Lovejoy, 
president and general manager of 


Eastman Kodak Company; vice- 
president, Donald D. Davis, presi- 
dent of General Mills, Inc.; vice- 


president, Charles Edward Kenneth 
Mees, vice-president in charge of 
research and development of East- 
man Kodak Company. The board 
of directors, in addition to Messrs. 
Bell, Lovejoy and Mees, includes 
Alonzo E. Taylor, chairman of the 
research committee of General 
Mills, Inec.; Karl E. Humphrey, 
treasurer of General Mills, Inc., and 
A. K. Chapman, vice-president in 
charge of production, Eastman Ko- 
dak Company. 

Active direction of the research 
and production work of Distillation 
Products, Inc., at its headquarters 
in Rochester, N. Y., will be in charge 
of Dr. Kenneth Hickman, who has 
been research chemist of Eastman 
Kodak Company. Dr. Hickman is 
the holder of the original American 
patent covering vitamin concentra- 
tion by molecular distillation from 
fish liver oil. 


D’ Agostino Appointed 


Harmon V. D’Agostino has been 
appointed Eastern manager of De- 
signers for Industry, Inc., Cleveland, 
product designer, with headquarters 
in the International bldg., New York. 


Buy Carpet Mills 

M. S. Warren and Henry S. War- 
ren, officers of the Warren-Allen Car- 
pet Company, Boston, acting for a 
group of purchasers, have bought the 
earpet mills of M. J. Whittall Asso- 
ciates, Ltd., Worcester, Mass. The 
Whittall name is to be retained by 
the purchasers. 


Use Testimonials 


A testimonial campaign featuring 
industrial leaders and other business 
luminaries has been introduced by 
the Southern Pacific Railway on the 
Pacific Coast to advertise its new 
Portland-San Francisco train, the 
Cascade Limited. 


Borthwick Promoted 


George H. Borthwick, formerly in 
the Albany branch of Mack Interna- 
tional Motor Truck Company, has 
been promoted to vice-president and 
Northeastern division manager. He 
will maintain headquarters in Al- 
bany. In the new post he succeeeds 
Foye F. Staniford, newly elected 
president of the company. 


Buys “All Wave Radio” 


Ziff-Davis Publishing Company, 
Chicago, has purchased All Wave 
Radio and will combine it with Radio 
News. All Wave Radio was formerly 
published by E. W. Lederman, New 
York. 


are each read thoroughly.” 


PEPPERELL MFG CO 


This is one of a series of adver- | 
tisements reporting opinions of some 
of the 1938 LIFE advertisers who 
are responsible for the advertising 
progress shown below. 


Tie Betas 


# 


rst 


“The strong appeal of (5143 as an 
advertising medium is found in the 
very nature of the magazine itself. 
Advertising and Editorial are practi- 
cally one and the same thing. They 


ALLYN B. McINTIRE, 
Vice President, 
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HELP PROSPECT — 
TO BUY WISELY, 
CAMERON URGES 


Detroit, June 15.—Hope that the 
proved power of advertising may be 
the key to the solution of the coun- 
try’s economic difficulties was ex- 
pressed before the annual luncheon 
meeting of the Newspaper Adver- 
tising Executives Association at the 
Book-Cadillac Hotel here today by 
W. J. Cameron, Ford Motor Com- 
pany spokesman and public rela- 
tions expert. 

Despite a professed lack of knowl- 
edge “about that candid art called 
advertising,” Mr. Cameron evinced 
a rare understanding of modern ad- 
vertising and _ selling techniques. 
Not the least of his pithy observa- 
tions was a reference to his own 
“Four R's” of advertising—‘I have 
read it, written it, revised it and re- 
jected it.” 


Start of Decline 


Proclaiming advertising the most 
widely read literature published to- 
day, “and perhaps the most useful,” 
Mr. Cameron nevertheless charged 
that one type of advertising, word 
of mouth as well as printed, was re- 
sponsible for the business decline 
that started last year. He referred 
to the “destructive advertising” of 
governmental spending and its con- 
sequent psychological effect on busi- 
ness. 

“This destructive advertising was 
free,” he declared, “in contrast with 
the paid advertising of merchants 
who tried to sell their wares unsuc- 
cessfully. The destructive advertis- 
ing was carried on page one, and 
the paid advertising got page eight. 
Advertising of warning and alarm is 
far more potent than the advertis- 
ing of goods for sale. Both were 
carried in the same media.” 

Turning to the constructive influ- 
ence that advertising exerts, he 
said: “We know that more people 
buy than are sold. This is true 
even of automobiles, and perhaps 
that’s as great a tribute to the edu- 
cational power of advertising as 
anything we know. No manufac- 
turer or merchant can go out and 
round up his customers. Advertis- 
ing does that for him. 


Definition of Salesmanship 


“Advertising has done its job so 
well that selling has been endan- 
gered. Americans are not such ‘hot’ 
salesmen as they think they are. 
True, they have developed what 
they call salesmanship almost to the 
point of psychological assault—but 
that’s not salesmanship. Salesman- 
ship in its real sense is only an aid 
to buyership. The function of a 
salesman is not to sell, but to help 
his customer buy. 

“In times of caution like these, 
when people have plenty of money, 
the seller or the sale is not the big 
consideration either as a _ business 
or an economic proposition—the big 


DIRECTORS GATHER FOR LUNCHEON 


Snapped at the directors’ luncheon Sunday were O. C. Harn, Audit Bureau 

of Circulations: Alfred T. Falk, educational director of the AFA; J. S. Roberts, 

Retail Credit Company, Atlanta; and George W. Kleiser, Foster & Kleiser Com- 
pany, San Francisco. 


PUT FINISHING TOUCHES ON PLANS 


Another group at the AFA directors’ 


lunch. Left to right, Edith Ellsworth, 


Roche, Williams & Cunnyngham, Philadelphia, vice-president; William H. Hodge, 

Public Utility Engineering & Service Corporation, Chicago; Joseph H. Appel, John 

Wanamaker, New York; Gilbert T. Hodges, New York Sun; and Mrs. Erma Proetz, 
Gardner danedaanienen. Company, St. Louis. 


consideration is the buyer and the 
wisdom of his purchase. Getting the 
other fellow’s money is a losing 
game. Seeing that the other fellow 
gets his money’s worth is construc- 
tive business. 

“If we had helped our people to 
become wise buyers, times like 
these would find them in a different 
mood. Of course, such a method 
would slow us down about 10 per 
cent. But the present method slows 
us down about 50 per cent. It’s 
not greed, as the moralists say, it’s 
plain stupidity, which is a worse 
sin.” 


Wins OAA poner 


The Certificate of Approval of Out- 
door Advertising Association of 


America has been awarded to Oak- 
land Textile Company, New York, 
for its Victory Banner and Sign 


cloth. 


Kegg Promoted 


W. Boyd Kegg, formerly Cleveland 
manager of Fortune, has been named 
assistant advertising manager with 
headquarters in New York. 


Suemave Will 


Correct Abuses 


Chicago, June 14.—An advertising 
campaign to ask public support in 
cleaning up abuses which have 
grown up in the retail distribution 
of beer was voted by brewers and 
allied industries at a meeting held 
here last week by the United Brew- 
ers Industrial Foundation. The evils 
at which the promotional barrage 
will be aimed include sales to minors 
and other violations of state laws. 

It was reported that law enforce- 
ment activities through legal prose- 
cutions are already under way by 
representatives of the foundation, 
and the continuation and extension 


resolution. 


William Reydel, 


outlined 
campaign at 


national in scope and involving al 
types of media. 


Chirurg Agency 


Thomas Chirurg Company, 
after a year’s absence. 
‘arle Lancaster, 
new business development. 
space buyer, succeeding 
Frye, who has moved up to assistan 
to the president, a newly 
position. The agency 


July 30 when 


uled. 


Sales Methods to Best 


Sales Methods Corporation, 


rect mail will be used. 


by Advertising 


of this kind of cooperation with en- 
forcement agencies was pledged by 


vice-president of 
Newell-Emmett Company, New York, 
the projected advertising 
a closed session and 
while details were not made public, 
the program was described as being 


Shifts Personnel 


Richard Lynn Edsall has been re- 
appointed research manager of James 
Boston, 
He succeeds 
who will take over 


Prescott Winkley has been named 
George A.| tey, 


created 
is operating 
on a five-day week during the sum- 
mer, and a skeleton force will take 
over during the two weeks beginning 
vacations are sched- 


New 
York, has appointed Frank Best & Co.., 
New York, to handle its advertising. 
Newspapers, business papers and di- 


HEADS AGENCY 


CARELESSNESS 
DILUTES POWER 
OF MAIL EFFORT 


Detroit, June 14.—The creation of 
direct mail advertising and its util- 
ization as an integral part of the 
sales effort was approached from 
many angles here today in a direct 
advertising conference which was 
one of the best attended depart- 
mentals of the Advertising Federa- 
tion of America convention. 

Lloyd Ellingwood, manager, ad- 
vertising and sales promotion, To- 
ledo Scale Company, opened the 
morning session with a stirring talk 
on “How Direct Is It?”’, urging ad- 
vertising men to correct wasteful 
practices which are resulting in 
only 25 per cent of direct mail 
doing a selling job. Some of these 
faults are poor lists, both as to per- 
sonal names and qualification of re- 
cipients of the advertising as pros- 
pective buyers of the merchandise 
offered; imitation signatures should 
be realistic and follow up should be 
aggressive. 

Work is the only key to good di- 
rect advertising, Mr. Ellingwood as- 
serted. The soundness of the sales 
idea and the power with which it 
is expressed will determine the ef- 
fectiveness of the effort. 


Porter Caruthers 


Caruthers New 
President of 
Philip Ritter 


New York, June 14.— Election of 
Porter Caruthers as president of 
Philip Ritter, Inc., was announced 
yesterday by Philip Ritter, Sr., chair- 
man of the board. Mr. Caruthers 
takes over the interest of John Cole 


Selling Cash Registers who has joined Abbott Kimball Com- The § 
pany as vice-president. Philip Ritter, is du 

The direct advertising of The Mc-| jy, continues as vice-president and she! 
Caskey Register Company, Alliance, general manager of prom 


. the Ritter hat 
O., is designed to show the need for rei 


; agency. asa 
the company’s product and _ then Mr. Caruthers has had varied ex- 
show how the product 


in tl 
meets the | perience in advertising. For 


nine Dome 
need, S. L. Banks, sales promotion years he was with the S. C. Beckwith Auto 
manager of the company, explained. Special Agency, publishers’ repre- ing ¢ 
It prepares the way for personal | sentative for 36 newspapers. Later 
sales effort. he served as advertising manager 


McCaskey salesmen do not con- 
fine calls to those making inquiries 
because it has been found that 
many prospects receiving mailings 
intend to reply but never do. 

Properly planned and _ directed 
mail advertising shows the  sales- 
man where to go and when, he as- 
serted. He enumerated the follow- 
ing functions which direct advertis- 
ing will perform: 

1. Protects the salesman against 


for the New York Tribune, then ina 
like capacity for the New York Eve- 
ning Post, and finally as general 
manager of the Saturday home maga- 
zine section of the New York Eve- 
ning Journal and the Chicago Ameri- 
can, 

When the Herald and Tribune con- 
solidated, he rejoined the organiza- 
tion and held, respectively, the posi- 
tions of assistant business manager, 


he h local advertising manager, promo- 

. . a of working — tion manager and circulation man- 

aa = the cream opportunities ager. Recently he has been engaged 
r sales. 


in promotional activity for the 
World’s Fair, which he will continue 
in his new connection. 

Philip Ritter, Inc., has been in busi- 
ness for 69 years and is said to be 
the second oldest agency in the coun- 
try, outranked only by N. W. Ayer & 
Son. 


3. Segregates a part of his terri- 
tory for planned, inexpensive sell- 
ing where he has reason to believe 
the best possibilities lie. 

4. Leads him into unbeaten 
paths. 


- 


5. Forces him out of the rut of 


miscalled least-resistance markets, tear 

glutted with order-hoping misfits in ” 4 

the sales field. “School Health” Appoints 
6. Shows him that “Cooks Don’t Medical Publication Associates, 


P i v . ‘ ‘ inted na- 
Count” and if he ignores appear-| Ne¥ York, has been appoint 
ances he finds staseee PP tional advertising representative for 
; ini E . | Journal of School Health, publication 
7. Enlists the power of repeti- 


of American School Health Associa- 
tion. Kent Lighty has been named 
advertising manager. 


tion to smash 
even dent. 
Direct advertising is of value in 
specialty store promotion because 
of the personalized type of busi- 
ness, E. R. Richer, advertising di- 
rector, Hart, Schaffner & Marx, 
Chicago, told the meeting in a 
l/chart talk. Mr. Richer said that 
too many retailers in the specialty 


barriers he cannot 


MAY, 1938 WAS 


field spend a lot of money in pub- THE BEST MONTH 
lication advertising to get buyers 
into their stores and then fail to 
follow through with direct adver- InN THE ENTIRE 


tising to cultivate their patronage. 
This is especially necessary in the 
case of women customers because 
of their shopping instincts. 

Four speakers filled the after- 
noon session, including H. W. For- 
director of advertising, The 
t}] Warner & Swasey Company, 
Cleveland, “Dusting Off Industrial 
Direct Mail;” E. J. Poag, director 
of merchandising, Dodge Brothers, 
Detroit, “How We Get the Dealer 
to Put Direct Advertising to Work;” 
M. W. Welty, advertising manager, 
Philgas Department, Phillips Pe- 
troleum Company, Detroit, “Selling 
Fried Eggs, Ice Cubes and Baths 


HISTORY OF WFBR 


Ballimore. 57 


ON THE NBC RED Sudne NBC RED NETWORK 


with Direct Advertising;” and Nor- L REPRESE 
man Taylor, president, National d 
Selling Service, Chicago, Follow | 


Through.” 
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1. The great success of Domestic Engineering Publications 
r is due largely to the fact that their dynamic pub- 
a lisher and president, O. T. Carson (shown above), is 
, promotion-minded. He has learned by experience 
. that advertising can pay a publisher just as well 
as a manufacturer. Promotion is standard policy 
X- in the development of Domestic Engineering, 
le Domestic Engineering Catalog &€ Directory, 
h Automatic Heat and Air Conditioning, Plumb- 
e- ing and Heating News and Institutions. 
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for Business publishers, along with other media and services, as responsively as the live news which fills its pages. 


have put ADVERTISING AGE at the top of their promotion 
lists because it pays. Direct results—in the form of inquiries 
from advertisers and agencies, as well as evidences that the 
sales story has registered with the field—help to make their 
expenditures in the National Newspaper of Advertising truly 
profitable. 

When O. T. Carson, head of Domestic Engineering Publica- 
tions, reports receiving orders as a result of inquiries from AD- 
VERTISING AGE, without a salesman’s call, he is talking about 
an exceptional type of result. But the usual experience of ad- 
vertisers is that their story ‘gets over’’—and that comments of 
buyers of space or service, together with direct inquiries, mean 


that advertising in ADVERTISING AGE is read as rapidly and 


tht Mekeonal paper 
Advertising Age neat” 


People don't like to be bored. The publications they read 
must be interesting. Hence the editorial staff of ADVERTISING 
AGE—the largest ever assembled for the purpose of reporting 
the significant news of advertising and merchandising, in all 
lines, all over the country—is working for advertisers as well 
as readers, because their kind of editorial service not only 
informs, but interests and excites. People read ADVERTISING 
AGE on sight—it’s too absorbing to put down. 

No matter whether you publish a newspaper or magazine, 
operate a radio station or outdoor advertising plant, or pro- 
vide agency or production service, ADVERTISING AGE can 
serve you, and serve you well. It covers the market—it's read 
on receipt—it pays out! 


SAN FRANCISCO ATLANTA 


a ‘. —_— % Reed i _ \ Ly (pee ’ » te As re tease we See ; as to) eh ae a ef Z ri i A Tes o a run 
a eu. Oy « Pere yf g pee be nA ie ‘ as Me ee : Pik le Rg 7 te ag) ee * ‘ ' rey Ps 4 ia <- 
oot, , : ‘ a smal — eee aaa 
| eee oe 
: EE : : Saas eaanbiadenigeepeatanenSsunanaaneaemeasnnes = ——— ee ‘ 
a as ; oe < nil : 
OTE nets eos ia bene na 
: Om, ’ 
| 3 él oy G7 | 
: 199, Ve 
‘ Ape “e %00 y id 
| i Oe Pea VE 
: > oo ; We, 8 4 Pp ; 
ae a . od Cc. V, 
| ree: : : a AG, ty, YB 
a re “s : a ; ‘ 3 a 
3 ede > “% a ae an" é pn aa 
oa eee Liven Oy; a 
' i Me ees 00 ~ tts dg, Ss ae 
x . a : OS Ces “85 La. " 2 peg : 
‘ Fe a ee a ee Cs. VE do ¢ e* *o0oshg 
ee . res os ieee ea, Oby *6 72 ore 
Bee bi = ae < te €o Zz (J Q> ae oe es 
; Se a ae aay aie At, * 227° S °8 ee 
Bee dt a ee i fs 5s Sng “a, “%, eg 
Gg a are eae ci Re ey ae) ee ee, Lo estes pe 
Re a ring Pe mee eee G, De ‘ace 
a 9B aE cee ae te . SR ee Sng a megs eat 
ee ley, ee. 
‘ic See eee -_ tS Se ae eee ae Sn C TS cn el 
ee ig ra Say nant d On. eee 
. 2, AY ae ee - et iui Sy ee Boies Pe. 
4 a eee a apaee eT a: S60, ° 2, AGRE Sed 
ee ee tte? org Ong Che, ike 
; ewe % 3 % — «a u, 2, Oe, ° cs Ce ae 
‘ q sg bbe, fe . “—- oe nai Se 824, Ce qi an. - y & a Sig a 
Bees 5: bi ge ae ie. 4 Le 2 &. an eS <a a 
se oe Bs a ae eel a7 th le ee Lp, a 
: : ae a. Aes Bee, ae ° ©, Se St , “Se ees 
; is : eS . 7 BP a ee tt. "Gy “Sie, Use. 2g = a ae 
poe 
ee 
oe SEE 
oe eee 
ye bo nie! 2a 
wide. 
er 
See 
: : S22 cs 
a 
fs ae 
ae 
he a 
, CS ee 
‘ eas 
i 
- 
ee ea r 
ated 
Se ea a 
a 
es &, 
Vo ae 
: eee 
ere 
1 
ee ee 
ee 
; ae dk ee 
Breas : 
ae 
b tet 3 
Serena jl 
: =a Saar f 
eras 
ees 
| ae 
oo. * e 
Rr os ag 
se | 
ad 
peas 1S 
ion Pe ‘ 
ja- ied 
ved sa | 
-~ a 
Ree at ' 
ge Beta 
ee . 
Ben Seat 
iH tele, 
ae 
Bic 
5 a. 
t Be 
R a. a 
> 
| eae 
ae Bs er 
. te 
e = ee 
a 
Bee i 
2 is 
Lo 
oo 
aaa . ee 
DRK = 
_- pcr 
ee 
aa. ur 
jell 
i Ault Gee § 
uc Soeio 
ee 
aa 
ae 
Ay f= = 
sites ee = 
Rare. pas Suir 
hoor BNORDS eigen te st "SAME: RR ht oc MAS NMS eR es Se EAN > “1PM Ee Or nes ERB ASS Ot gee aN SE a eR eae yh er es Ce ames o Spee aes ET eee poe j ; ; ; 3 WPS Sees: ae : od a eae see S 
en ee ee 4; HR RCS Sa alate, Se BW ae mae TOS UO eaeseeks: ptt eo BS Pele soe ye cea eel ts preg te pw aie ger ace So aeecy (Gree icea beng: weet eee Wal A db ie 2 Oe Ae eg i ah, ; = iets < ; sr es tale type 
te aman aaah Ta > ake BT a VOT. leah Pe TREO igs ORM PNT MRIS SIRES UT RENN Re a mnt ST LL PIE Pep ts Cr OTIS War bal SS GA RNR, Pec re Sad d,s NN 7 ae dee Pee OEE DUO E ES Aa ga eae GES ORE Oe eB 
ls et a ei fi Fa aa" © See pe ‘ % . > 2: 2 .) = ieee ¥ : 
5 ; eam i Cia : 


18 


7-6 eee ES 


June 20, 1933 


——— 
JUNE LINAGE OF CANADIAN MAGAZINES 
ARNOLD GIV 8 — 
Pages Lines Pages Lines 
¥ Canadian Home Journal............... 42.2 29,573 52.1 36,49 
AUTO MAGNATES Canadian Homes & Gardens........... 34.9 23,511 46.0 30,931 
Cs FNS ig cic 4s bare cenenes 13.3 9,335 21.8 15,305 
CD ance di ces ienscececccesanvs 30.0 21,040 44.0 30,834 
SE Sule cee er ahewsbsStesrsenneers 26.9 11,577 50.1 *21,504 
tMaclean’s Magazine .............0+:: 57.5 40,307 77.6 54,334 
DEED ccdGuneedbeeb aces nsevenceeese 50.5 33,962 63.9 43,009 
oe National Home Monthly............... 19.8 13,870 31.5 22,103 
. ’ § sge . a 
U. S. Will Fight Artificial WeR GS Foc sc Kdscccosessecess 131,291 178,671 
i ’ . . > . 
Prices Commercial Display in Canadian Farm Papers 
Country Guide & Nor’-West Farmer.... 16.1 11,645 22.0 15,881 
—Whi tFamily Herald & Weekly Star— 
Pe esas posting gg oe Minster TRI occ css esecccce 45.3 36,294 = 33,669 
listened in melancholy silence, Thur- Western gc beeen te eee ences — range nay rp 
man Arnold, assistant attorney-gen-| The gentleman from the South tells a few fellow advertising men some of his The Farmer’s Magazine.............-- . , . 36] 
eral of the United States, who is problems in promoting utility service in Florida: J. L. Brownlee, McCain Adver- tFree Press Prairie Farmer........... 35.4 38,946 37.4 41,196 
charged with anti-trust prosecutions tising Company, Chicago; Dave Golden, Standard Register Publishing Company, aoe By, nr rrr arr 11.5 13,209 13.1 14,943 
announced an aggressive program Chicago; V. B. Irish, Central Outdoor Advertising Company, Cleveland; J. A. —_—. 
of prosecutions po ears at the arti- Gobel, Packer Corporation, Cleveland; J. B. Evans, Packer Corporation, Jackson, I CO occ kecaueceks cane 25,910 31,249 


ficial maintenance of prices which 
he asserted stifles demand and de- 
stroys employment. 

His address, delivered at the clos- 
ing luncheon of the AFA convention 
today, was heard by a distinguished 
audience, and was broadcast over 
the NBC Blue network. At the 
speakers’ table were executives of 
leading manufacturers in Detroit, in- 
cluding many of the tops of the auto- 
mobile companies, some of which 
are already defendants in prosecu- 
tions having to do with instalment 
sales methods. 

The purpose of these prosecutions, 
Mr. Arnold said, is to maintain effec- 
tive competition and to serve as a 
warning to industries in which price 
control is established by monopolies 
or groups. 

“In 1909,” he explained, “the Alum- 
inum Company of America elimi- 
nated its largest competitor by the 
terms of a contract. In 1912, it said, 
by a consent decree, ‘I’m sorry.’ 
This was a nice gesture, but by 1912 
the competitor was gone, and at the 
time this speech was released it has 
not yet reappeared. Hence the rea- 
son for the criminal prosecution. Its 
purpose is to serve as a red light, 
and as a stop signal, not only to the 
defendants in this particular case, 
but to all those connected with sim- 
ilar industries.” 


How Department Operates 


The two questions which must be 
answered by the Department of Jus- 
tice every time a prosecution is con- 
sidered, Mr. Arnold explained, are 
these: 

Does the particular combination 
go beyond the necessities of efficient 
mass production and become an in- 
strument of arbitrary price control; 
and does any particular arrangement 
affecting marketing practices tend 
merely to create orderly marketing 
conditions in which competitors can 
exist, or is it an instrument to main- 
tain rigid prices? 

“We are going through a period in 
which most of our industrial pres- 
sures are in the direction of main- 
taining prices which there is no pur- 
chasing power to support,’ Mr. 
Arnold asserted, “and then cutting 
down production and creating unem- 
ployment.” 

The effort to maintain prices, he 
added, is made sometimes through 
suggested agreements, sometimes 
through the policies of combinations 
which dominate the industry. Some- 
times the excuse is labor costs, 
sometimes it is the maintenance of 


Mich.; and B. E. Clark, Florida Power & Light Company, Miami. 


bookkeeping values. The explana- 
tions of business men, he conceded, 
are no doubt sincerely made, but the 
result is always the same—to keep 
up prices and slow down employ- 
ment. 

“In the industries which approach 
monopoly,” he continued, “it is not 
customary for the leaders to inter- 
view the Department of Justice. 
Nevertheless, the same tendencies 
exist for choking off the distributing 
system. For example, the price of 
steel for building supplies is higher 
by $7 a ton in the midst of the pres- 
ent recession than it was in 1929. 


Prices Still High 


“Partly as the result of these 
prices the industry is operating to- 
day at 25 per cent capacity, and it 
is predicted that early in July it may 
drop below 20 per cent capacity. 
The shock of the business recession 
is not reflected in reduced prices, but 
payrolls have declined 55 per cent 
during the past year. The price of 
aluminum has not declined in pro- 
portion to the combined wholesale 
index. Turn to completely unrelated 
industrial fields and observe the 
same pressures operating. 

“Incredible as it may seem, in 
order to keep prices up industry is 
choking off its own avenues of dis- 
tribution, decreasing employment 
and widening the _ disparity of 
prices.” 

The reasons for the Congressional 
investigation of the monopoly prob- 
lem, soon to be undertaken, were 
outlined by Mr. Arnold. We have the 
right, he suggested, to expect a bet- 
ter defined picture, permitting a 
diagnosis of the situation as the 
first step toward applying the cor- 
rect remedy. 


Hotel Names Kupsick 


Hotel Maselynn, Stamford, N. Y., 
has named J. R. Kupsick Advertising 
Agency, New York, to handle its ad- 
vertising. Resort sections of news- 
papers and general magazines will be 
used. 


Hawley Appointed 
Pan American Broadcasting Com- 
pany, New York, has appointed AIl- 
onzo B. Hawley as Ohio representa- 
tive with offices at 1635 E. 25th street, 
Cleveland. 


Now Bowman & Columbia 
Luckey Bowman & Co., Inc., New 
York agency, has changed its name to 


Bowman & Columbia, Inc. 


RAPID COPY 


NEW YORK _ CHICAGO — CLEVELAND 
All Phones All Phones All Phones 
VA. 3-3680 STAte 5977 MAin 9335 


WITH RAPID PHOTOSTATS — 
There’s More Than Meets the Eye! 


Sure, RAPID ’STATS are clear, sharp, accurate! 
pect them to be, and they always are. 
experience and research, modern equipment and _ skilled 
operators assure you highest quality at minimum cost. 
Whether your work is simple or involves unusual effects. 
enlarged or reduced, matte or glossy finish—whatever your 


production problem—you'll find RAPID capable. Try us! 


You ex- 


Reason? Years of 


SERVICE CO. 


NO SUBSTITUTE 
FOR TOLERANCE, 
CHAPPLE WARNS 


Detroit, June 14.—What this coun- 
try needs most today is to have gov- 
ernment, industry and labor dust off 
the Golden Rule and let its light 
shine on a joint determination to 
make this country a still better place 
to live in, Bennett Chapple, vice-pres- 
ident, The American Rolling Mill 
Company, Middletown, O., declared in 
an address today before the indus- 
trial conference attended by more 
than 600 as part of the Advertising 
Federation of America convention. 
The meeting was sponsored by the 
Industrial Marketers of Detroit, lo- 
cal chapter of the National Indus- 
trial Advertisers Association, and the 
Associated Business Papers, Inc. 

Mr. Chapple’s subject was ‘“Re- 
quirements for Industrial Progress,” 
and he enumerated: (1) a platform 
of fair and equitable employe rela- 
tions; (2) constant research to im- 
prove products and processes and to 
develop markets; (3) legitimate com- 
petition welcomed in a spirit of true 
sportsmanship; (4) generation of 
public confidence by taking the mys- 
tery out of business and emphasizing 
the value of successful industry to 
all. 


Assignment of Advertising 


Touching on the function of ad- 
vertising in today’s economic period, 
Mr. Chapple said industrial adver- 
tising not only sells goods—its great- 
est service is to sell work and to fill 
pay envelopes. This broadens the 
picture of the industrial advertising 
man by making him the instrument 
for setting the powerful forces of ad- 
vertising to work in bringing about 
industrial progress. 

“The continuance of industrial ad- 
vertising in the face of a recession 
in business always requires courage 
and faith,” he asserted. “Immediate 
and direct returns from advertising 
in good times represent the golden 
fruit of the tree, but every husband- 
man knows not every year brings a 
good harvest. Cutting out advertis- 
ing entirely is like chopping down 
trees—bad business. Thin out, when 
necessary, but don’t destroy the or- 
chard. 

“Changing the metaphor, 30 years’ 
experience has taught us that it is 
much better to keep the Armco flag 
flying than to try to catch up with 
the parade all out of breath when it 
gets started again.” 


Morrison Moves 


Morrison Advertising Agency, Inc., 
Milwaukee, has moved to larger quar- 
ters in the Varsity bldg., 1324 W. 
Wisconsin avenue. The new build- 
ing is the first completely air condi- 
tioned building in Milwaukee using 
structural glass brick. 


Schaefer Expands 


Graf Schaefer Services, Inc., New 
York, sales counselor for the baking 
industry, has opened a Cincinnati of- 
fice at 519 Main street. 


*Five issues. 


tWeekly; May linage shown; not 


Super Market 
Will Develop 
Private Brands 


New York, June 14.—The rise of 
the super-market to its present posi- 
tion of importance as a retail mer- 
chandising medium has created an 
entirely new set of sales and mer- 
chandising problems which most 
food manufacturers have so _ far 
failed to recognize, according to Ro- 
land W. Estey, New York manage- 
ment counsel, who has just completed 
a study of super markets. 

Mr. Estey, who numbers among 
his clients several manufacturers 
who sell to super markets, told Ap- 
VERTISING AGE that his study of these 
outlets revealed that standard mer- 
chandising practices used for years 
in selling food products through 
chain and independent grocers are 


inapplicable to sales to super mar- 
kets. 


Private Brands Less Fortunate 


Nationally - advertised products 
have the advantage over private 
brands in super markets, Mr. Estey 
declared, and since “the tendency on 
the part of these markets is toward 
bulk sales, it is only fair to assume 
that the next step will be the adop- 
tion of products under the specific 
names of these super markets.” This 
is destined to affect sales of adver- 
tised products, he added. 

National brands must play a lead- 
ing role in the merchandising of a 
new super market, Mr. Estey pointed 
out, because the personal selling 
which is essential to the sale of pri- 
vate brands is eliminated in these 
outlets. But when a market gains a 
reputation and has the confidence of 
its customers, products packaged 
under the market name are likely to 
replace nationally-advertised brands. 

Mr. Estey declared that direct sell- 
ing is the only method by which 
manufacturers can hope to gain sales 
in super markets. None of the old 
stand-bys of merchandising, such as 
prize contents or similar appeals to 
clerks, sales promotion crews to con- 
tact and educate grocery employes, 
is of any assistance in selling 
through this new medium. 


Importance of Packaging 


These facts emphasize the impor- 
tance of packaging and labeling to a 
greater degree than ever before. 

“The size of the package, the de- 
scription of its contents, and the eye- 
attention value of the package sup- 
plant the grocery clerk and his sales 
message,” Mr. Estey said. 

Display advertising, as it is usually 
practiced in ordinary grocery stores, 
is of little use in super markets, he 
asserted. Newspapers and spot radio 
announcements are the chief media 
for super market advertising, due to 
their spotty distribution, but manu- 
facturers “require an entirely new 
set of sales policies and promotional 
activities to secure the increase in 
sales volume possible through this 
new outlet.” 


+Semi-monthly; May linage shown; not included in total. 


included in total. 


26.5% DROP IN 
CANADIAN JUNE 
LINAGE TOTAL 


Chicago, June 15.—Six major Can. 
adian magazines today reported to 
ADVERTISING AGE a June linage total 
of 131,291, a decline of 26.5 per cent 
from the 178,671 carried by these 
publications in the same month last 
year. This compares with a decline 
of 25.1 per cent shown by these 
magazines in May. 

Liberty and Maclean’s Magazine, 
currently reporting May linage, like 
wise exhibited declines from con: 
parable 1937 totals, the difference in 
the former’s case being increased by 
the appearance of five issues in 1937, 

Among the farm papers, Country 
Guide & Nor’-West Farmer and The 
Farmer’s Magazine, reporting June 
linage, carried a total of 25,910, a 
drop of 17 per cent from the 31,242 
scheduled by these papers in June, 
1937. In the group reporting May 
linage, Family Herald ¢ Weekly Star 
showed gains in totals for both its 
Eastern and Western editions. 

Figures for the individual publica: 
tions and page totals are shown in 
the accompanying table. 


Hoyt Loses Chairman 


Ralph L. Talley, 56, chairman of 
the board of Charles W. Hoyt Com: 
pany, New York, died at his home it 
suburban Kew Gardens June 13. He 
had been in ill health for the past 
two years. Mr. Talley joined the Hoyt 
agency in 1911 and became chairma 
in 1928. 


Brewer to Goldman 
Bruton Brewing Company, Balti: 
more, Md., has placed its accoutlt 
with I. A. Goldman & Co., Baltimore. 


—— 


in state history is being harvest- 
ed and sold. Farmers are go- 
ing to town with buying ideas 
planted and cultivated by their 
favorite radio.station. 
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OKLAHOMA CITY 


REPRESENTATIVE — THE KATZ AGENCY, In 
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June 20, 1938 


ADVERTISING AGE 


NEW CONSUMER 
POUNCIL READY 
TO START WORK 


federation Luncheon Given 
Public Viewpoint 


Detroit, June 15.—The consumer is 
to receive careful and specific atten- 
tion from advertising interests from 
now on, it was made clear at the 
convention of the Advertising Fed- 
eration of America, which closed here 
today. 

At the final luncheon meeting at 
the Book-Cadillac, John Benson, presi- 
dent of the American Association of 
Advertising Agencies, announced that 
the Consumers’ Advertising Council, 
supported by advertising and publish- 
ing interests, but functioning with 
consumers’ organizations in supply- 
ing accurate data about advertising 
and advertised products, is ready to 
start operations. With editorial and 
field workers, and with friendly rela- 
tionships with women’s clubs and 
other consumer bodies, the Council 
will be in a position to break down 
many of the prejudices and antagon- 
isms which have been developed 
through activities against advertising 
during the past few years. 


Part of Schools 


Mr. Benson called attention also to 
the fact that the investigations of 


» the Four A’s, ADVERTISING AcE and 


' the Crowell 


Publishing Company 
have shown the important part which 
colleges and universities are playing 
in the dissemination of anti-advertis- 


» ing propaganda, making work at this 


point a highly important factor in 
the program. 

He described the newspaper and 
magazine advertising, prepared by 
his organization, and now ready for 


} publication, showing the function of 


eigen 


advertising in benefiting consumers 
through better quality and lower 
prices, and praised the educational 
work of the Federation through its 
radio talks prepared by Dr. A. T. 
Falk, director of research and edu- 


i cation. 


Consumer viewpoints were pre- 


» sented to the convention at the same 


session by Mrs. Bert W. Hendrickson, 


| chairman of the American Home De- 
| partment, New York State Federa- 


tion of Women’s Clubs, who is also 
in charge of consumers’ interests at 
the New York World’s Fair of 1939. 
In discussing “Mrs. Consumer in the 
World of Tomorrow,” she urged ad- 
vertisers to be more factual, to avoid 
exaggeration and to realize that con- 
sumers know what they want and 
are trying to get it. 

“You have made Mrs. Consumer 
Price conscious rather than quality 
conscious,” she told advertisers. “In 
the world of tomorrow you will have 
to re-educate her on the value of 
quality if the wheels of business are 
to continue turning. She wants to 
get the best possible value for her 
money and avoid spending mistakes. 
She blames you for every mistake 
she makes, because you did not tell 
her the truth. Perhaps you told her 
4 half-truth, which is even more de- 
ceptive than an untruth. 

“You must tell her exactly what 
the available article is, how it dif- 
‘ers from other similar products, and 
What it will do for her in use—in 
short, advertising should contain 


—_ 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


its coverage of wholesal 
tailers who sell ps ond Ge Be 


agricultural items to 4 
suburbanite customers. er ae 
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WINNING COPY 


GOOD FOOD IS GOOD HEALTH 


This toa weak 
of special treats ! 


AT REYNOLDS 


ITS NATIONAL RESTAURANT WEEK 
FULL COURSE ( 
DINNER H) 


SERVED OW 
ALIZANINE 5 TO 
Dining out is always an event when you come to Rey- 
olds . . . the food's so fine and tasty, it's so nicely 
served, and helpings are so generous. And during 
National Restaurant Week we're going to great 
lengths to make it even more enjoyable. There's a 
specially varied menu . . . several choices of every- 


THE 
SP. mM 


thing from appetizers to desserts, all from our own 
kitchens, and prepared according to our own famous 
home recipes. 


WAVE LUNCH AT 
OUR FAMOUS 
FOUNTAIN 
703 MARKET ST. 


sound news in terms of interesting 
facts about the particular piece of 
merchandise under discussion. 


Conservatism Is Profitable 


“Instead of over-exaggeration, why 
not tell Mrs. Consumer the simple 
truth, even in your implication? It 
would even pay you to lean over 
backwards for a change, and be con- 
servative in your claims. The cus- 
tomer who finds things better than 
she anticipated will come back for 
more. Be as glamorous and as thrill- 
ing as you wish, but stay within 
truthful bounds.” 

Mrs. Hendrickson criticised adver- 
tising illustrations which are exag- 
gerated or distorted, and the use of 
type which is hard to read. One of 
her most severe comments was di- 
rected to the use of premiums, which 
she asserted consumers do not like. 

“You have carried high-pressure 
salesmanship too far, either for your 
own good or to interest Mrs. Consum- 
er,” she said. “If she wants the ar- 
ticle, or if you can make her want 
it, she will buy it without any cake 
pans or Rolls Royces. You start with 
simple ten-cent premiums, but you 
gradually increase the gift until it 
is so out of all proportion to the mer- 
chandise that her mind is on the 
premium, not the original article.” 

She told of consumers of cheese 
who purchased unusually large quan- 
tities of the product in order to get 
advertised premiums, with the result 
that their families were so surfeited 
with it that it has never been used 
since. 

The speaker also objected to radio 
commercials which absorb too much 
of the program time, and lack enter- 
tainment value. You would be dis- 
agreeably surprised to discover how 
much they consider boring, she sug- 
gested. 


Fowler with Agency 


R. Clifford Fowler, formerly vice- 
president of Henry Souvaine, Inc., 
and more recently with the Phillips 
H. Lord Organization, New York, 
has joined Kelly, Nason & Winsten, 
Inc., New York, as radio director. 


Weed Expands List 


Scripps-Howard Radio, Inc., has 
appointed Weed & Co., New York, as 
national sales representative for 
— Cincinnati, and WMPS, Mem- 
phis. 


Joins Lord & Thomas 


James H. Wright has joined Lord 
& Thomas, New York, as account ex- 
ecutive. He was formerly with Bat- 


ten, Barton, Durstine & Osborn, Inc. 


Name Winners 
of Restaurant 


Copy Contest 


Chicago, June 14.—Elbert D. Grif- 
fenberg, operator of Reynolds restau- 
rant, Wilmington, Del., was today 
named winner for the second con- 
secutive year of the newspaper ad- 
vertising contest sponsored by the 
National Restaurant Association in 
connection with National Restaurant 
Week. 

As in 1937, Mr. Griffenberg’s award 
was for individual copy. The prize 
for the best cooperative effort during 
the May week was awarded the 
Washington, D. C., Restaurant As- 
sociation for an institutional series 
appearing in the Gazette, Alexandria, 
Va., and the Herald, News, Post and 
Times of Washington. The insertion 
in the News was a full-page three- 
color reproduction of the official 
poster adopted by the NRA for the 
week, 

Mr. Griffenberg’s prize-winning 
copy appeared in 300-line insertions 
in Journal-Every Evening and Morn- 
ing Mail of Wilmington. More than 
200 entries were received in each di- 
vision. 

Judges for the contest, selected by 
a committee of the Chicago Feder- 
ated Advertising Club, included G. T. 
Jahnke, advertising manager, Liquid 
Carbonic Corporation; W. A. Jimi- 
son, advertising manager, Borden- 
Wieland Company, and Clark B. Kel- 
sey, merchandising director, National 
Retail Furniture Association. 


Winter Suits 
Sell in June 
in St. Louis 


St. Louis, June 14.—August sales 
of furs to women now have their 
counterpart in June sales of winter 
clothing for men, a successful promo- 
tion last week by Scruggs-Vander- 
voort-Barney, Inc., St. Louis depart- 
ment store, indicates. 

The company used about a page 
and one-half of advertising in the 
three St. Louis newspapers, the ex- 
cellent results reported by Mary K. 
Abney, advertising manager, and 
J. H. Denny, merchandising man- 
ager, being attributed to some extent 
to the unusual copy, geared to mascu- 
line psychology. 

“There’s no sense to it,” said a 
typical headline, “but here’s the 
story.” The copy continued: 
“Frankly we admit it doesn’t make 
sense to sell spring and fall suits, 
but the sensational values sold us the 
idea.” 

It explained that a well known 
manufacturer decided to close out 
his entire stock and the department 
store bought 475 suits made to retail 
at from $26.50 to $41.50. The lot 
was offered at $19.95 each. The ad- 
vertising contained a list of sizes to 
prove its claim that “there’s almost 
sure to be a suit for you in this as- 
tonishing collection.” 


Agency for Howell 


The Howell Company, St. Charles, 
Ill., maker of chromsteel furniture, 
has appointed Aubrey, Moore & Wal- 
lace, Inc., Chicago, to direct its ad- 
vertising. Randall Anderson, for- 
merly in the Western office of Good 
Housekeeping, has been named vice- 
president in charge of merchandising 
for Howell. 


Hydrox Cola Bows 


John Graf Company, Milwaukee 
bottler, is using newspapers in Wis- 
consin and surrounding states to an- 
nounce Hydrox Cola. WTMJ is also 
being used. 


New Rates of “Staff” 


Staff, New York, will issue a new 
rate card about Sept. 1, showing an 
increase in its circulation and adver- 
tising rates. 


Siemon Returns 


Howard F. Siemon, formerly with 
Wilding Pictures Corporation, De 
troit, has returned to Camera, Inc., 


Chicago, as production manager. 


PICKING WINNERS IN RESTAURANT CONTEST 


% 


These judges, snapped at their labors are, left to right, Clark B. Kelsey, National 
Retail Furniture Association; G. T. Jahnke, advertising manager, Liquid Carbonic 
Corporation; W. A. Jimison, advertising manager, Borden-Wieland Company, 


and Martin Harding, 


Chicago restaurateur. 


Druggists on 
Spot in Fight 
on Magazines 


Lansing, Mich., June 14.—Meeting 
in their 56th annual convention here, 
the Michigan State Pharmaceutical 
Association has adopted a_ reso- 
lution pledging the organization’s 
support to a general campaign op- 
posing the circulation and sale of 
obscene and salacious magazines. It 
is the intention of the druggists to 
work with local governing bodies, 
women’s clubs, church groups and 
other similar organizations which 
have already started the move to rid 
the state of this type of publication. 

John Waters, of Saginaw, chair- 
man of the trade interests commit- 
tee, urged the druggists to petition 
their local city governments for the 
banning of such magazines. He as- 
serted that drug stores are “put on 
the spot” by various civic organiza- 
tions for displaying such magazines 
in their stores but that it is impos- 
sible for each individual druggist to 
determine which magazines are ob- 
scene. He suggested that local drug- 


gists’ associations urge their city 
governments to set up boards of 
censorship to pass on the various 
magazines. 


Chaffee in Old Post, 
“Look” Shifts Personnel 


Frank Chaffee has resigned as 
Western manager of Look to rejoin 
oe Chicago office of Good Housekeep- 
ng. 

His successor at Look has not been 
named. However, Ed Maher, for- 
merly sales promotion manager in 
Look’s New York office, and Freder- 
ick Neilson, previously with Ken, 
have been added to the staff. 


Henze Wins Trophy 


Lawrence A. Henze, Detroit, has 
been awarded the MacManus, John & 
Adams bronze trophy for excellence 
in copywriting. The trophy was 
awarded at the conclusion of the sec- 
ond semester of advertising classes 
at the University of Detroit. 


Gets Aurora Curlers 
Aurora Electric Company, Brook- 
lyn, N. Y., has appointed Reiss Ad- 
vertising, New York, to handle a 
newspaper and magazine campaign 


for Aurora hair curlers. 
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PRINTING 


Now...more 


You’d 
look to 


than ever... 


better 
Quality 


We’ve all had our run of commonplace 
work. We’ve all learned a few things. 
There can be no substitute in adver- 
tising for quality. The advertising 
firms that have kept their standards 
up are the ones that have gone ahead. 
So to be sure of the finest work use 
Faithorn COMPLETE SERVICE for your 
advertising production requirements— 
ad-setting, engraving and printing—all 
under oNnE roof. This means a definite 
saving of TIME, ENERGY and MONEY, 
without sacrificing quality. Let’s get to- 
gether. Write, or phone Wabash 7820. 


Kaithorn Corporation 


AD-SETTING - 


ENGRAVING :- 


PRINTING 


504 Sherman Street, Phone Wabash 7820 
CHICAGO, ILL. 


A Comprehensive, Complete Day and Night 
Service for Advertisers 
Advertising Agencies 
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ADVERTISING AGE 


June 20, 1938 


Advertisers Analyze 
Production of Sales 


Detroit, June 15. — Merchandise 
deals, introduction of new products, 
sales literature and display tech- 
niques were major subjects covered 
in a conference of advertisers here 
yesterday as part of the AFA con- 
vention. 

Those addressing the group were 


J. Kenneth Laird, vice-president, 
Weco Products Company, Chicago; 
J. E. Sayre, sales manager, Ben- 


dix Home Appliance Company, South 
Bend; William T. White, sales 
manager of Wieboldt Department 
Stores, Chicago, and Francis D. 
Gonda, vice-president, Einson-Free- 
man Company, New York. Ralph 
Yonker, advertising manager, J. L. 
Hudson Company, Detroit, was chair- 
man of the session. 

Mr. Laird, opening the _ session 
with a discussion of good and bad 
merchandise deals, asserted that the 
problem of moving merchandise off 
of retailers’ shelves is one of over- 
coming a natural inertia. 

“In order to overcome that inertia 
it is necessary to apply action and 
positive force,” he said. “This force 
may be in the form of push on the 
part of the retailer and his sales- 
people, or it may be pull on the part 
of consumers educated by advertis- 
ing to demand the product; or, it 
may be a combination of both. In 
any event, the important thing to 
remember is that merchandise will 
not move itself.” 


Build Up Inventory 


One means of getting retailer push 
behind a product is to build up his 
inventory of that product, and thus 
force him to push it out, Mr. Laird 
said, but declared that this operation 
can be carried too far, with disas- 
trous results. 

Six levels of inventory pressure 
may be exerted, he said: 

“1. Complete passivity — a condi- 
tion in which the dealer has 1/12th 
dozen of the product on hand and is 
able to fill orders, but has no interest 
whatever in selling it. 

“2. A little better state in which 
mild interest on the part of the deal- 
er has been aroused—to the extent, 
at least, that he is conscious of hav- 
ing the product on his shelves. 

“3. Display and push, in which 
the dealer is induced to take an ac- 
tive interest in showing and selling 
the product. But here the danger 
signal is seen, for, having achieved 
results at this level, the manufac- 
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turer is too likely to feel that addi- 
tional pressure will be still better. 
Hence, he proceeds to 

“4. A free deal, p.m.’s for clerks, 
constant and more frantic pressure, 
until the retailer is pushing the prod- 
uct aggressively, albeit possibly a 
little peevishly. 


The Downward Spiral 


“ 


5. The don’t-give-a-damn stage, 
when the retailer has been loaded 
down with so large an inventory that 
he feels there is no use trying to 
move it. In this stage the product 
becomes as much a fixture in the 
store as the soda fountain. 

“6. Homeward bound, the last and 
final step, when the flow of mer- 
chandise has reversed itself and your 
product is now moving back into the 
factory.” 

Turning, then, to a specific analy- 
sis of consumer deals, Mr. Laird gave 
numerous examples of combination 
deals, one-cent sales, consumer pre- 
miums and similar deals, and the 
varying degrees of success which 
were achieved with them. On the 
matter of combination deals, he 
warned that much care must be 
given to the selection of the partner 
in the combination, and suggested 
that it should be a non-competing 
item of known value for the best re- 
sults. As for one-cent sales, he sug- 
gested that, while these may be 
highly successful, they are likely to 
prove boomerangs if used in connec- 
tion with a product which is con- 
sumed at a steady rate regardless 
of the supply on hand, or a product 
which normally is not consumed 
rapidly. 


Tells Bendix Story 


Mr. Sayre presented a convincing 
picture of how cooperation between 
manufacturer and retailer may be 
developed successfully. 

Speaking specifically of the intro- 
duction of the Bendix Home Laun- 
dry, Mr. Sayre held that most sales 
efforts fall down because they do not 
go far enough—to the actual point of 
sale—and thus the retail clerk viti- 
ates all of the previous selling. 

“Any great increase in sales must 
come from improving the selling ef- 
fort of the great mass of average 
dealers,” he said, “and in nine cases 
out of ten the manufacturer's or dis- 
tributor’s salesman who contacts the 
dealer is the answer. 

“All of this boils down to a simple 
formula. Sell the dealer right in the 
first place. See that he gets a good 
start and makes money. Stay with 
him and cultivate him steadily on a 
planned basis over a period of time. 
Really work with him.” 


A Static Industry 


Mr. Sayre said that prior to intro- 
duction of the Bendix Home Laun- 
dry, no basic improvement in wash- 
ing machines had been made in 16 
years, and that, as a consequence, 
all competition was on a strictly 
price basis, with mail order houses 
getting 25 per cent of the business. 

The Bendix device incorporated 
new improvements and new eye ap- 
peal, thus enabling the company to 
avoid the major price competition 
problems. 

To introduce the product to dis- 
tributors, Bendix sent a letter to 
specialty distributors inviting them 
to attend a demonstration of the 
new device, with the first demon- 
strations being put in Chicago for 
the benefit of Zenith and Philco 
distributors in convention there. 

Instead of high-pressuring dealers 
into signing contracts, Bendix re- 
fused to permit any distributor to 
sign up the day he saw the demon- 
stration, but insisted that all think 
the matter over carefuily, and write 
or wire the company after returning 
home. Continuing this unconven- 
tional attitude, the company followed 
original appointment of distributors 
with a national convention in South 
Bend six weeks before factory pro- 
duction was begun on the new de- 
vice. 

Furthermore, Bendix made no re- 
quirements with reference to mini- 


ADVERTISERS HOLD INTERESTING SESSION 


In this group at the Advertisers’ Departmental are B. H. Schlain, Einson-Freeman 
Company; Ken Laird, Weco Products Company; Francis D. Gonda, Einson- 
Freeman Company, and J. S. Sayre, sales manager, Bendix Home Appliances. 


mum stocks for distributors and 
dealers; rather, it insisted ona quota 
of home demonstrations. 

As a result of the carefully laid 
plan for developing distribution and 
sales for the new product, Mr. Sayre 
asserted that dealers had been signed 
from coast to coast within 80 days 
after the first letter was sent out, 
the sales quota for 1937 was com- 
pletely sold before production start- 


ed, and the company went into ac- 


tive production with 3,000 live and 
enthusiastic dealers on its list. 

Mr. White told the group that 
most sales literature doesn’t get to 
first base in retail stores for these 
reasons: 

“Most of the literature supplied 
dealers to hand out to customers has 
the manufacturer’s name _ plastered 
all over it. The customer expects 
the retailer to stand back of the 
product; if anything is wrong with 
it she returns it to the retailer, not 
the manufacturer. Therefore, why 
try so hard to feature the manufac- 
turer’s name? 


Competitive Copy Bad 


“There is another type of copy in 
literature that automatically dis- 
qualifies it from use in stores, and 
that is the type which knocks com- 
peting products or other merchan- 
dise which the department store or 
retailer may be_ selling two feet 
away. 

“In addition, much literature is 
just dumb, with artwork showing 
outmoded styles, ete., while some of 
it violates one or another of the poli- 
cies of the store in which it is ex- 
pected to be used, and not infre- 
quently violates fair trade and unfair 
competition laws as well.” 

There is still room for the adver- 
tising allowance, Mr. White said, but 
reliable retailers must be given more 
freedom in its application and use, 
so that all advertising carrying the 
store’s name may conform to general 


policy and style, instead of being 
easily recognized as “foreign” ma- 
terial. 


Gonda Tells Display Story 


Mr. Gonda illustrated his address 
with numerous examples of his com- 
pany’s work. 

Showmanship is the dominant fac- 
tor in successful display advertising, 
he said. 

A “dozen drama” points to bear in 
mind for displays were outlined by 
Mr. Gonda, as follows: 

1. Size; 2. spotlight; 3. star; 4. sex; 
5. color; 6. form; 7. substance; 8. 
glorification 9. illumination; 10. mo- 
tion; 11. interest; 12. participation. 

Animation of trade characters, 
close-ups, enlarged life-like cutouts, 
and the unexpected, such as finding 
Parisian styles in drug store cos- 
metic windows, were other factors 
cited by Mr. Gonda. 


Rosen Joins “Record” 


David L. Rosen has resigned from 
the national advertising department 
of the New York Times to join the 
Philadelphia Record. 


Earnings of 
Advertisers 


Philip Morris & Co. 

Report shows an increase of 58 
per cent in net profits for the year 
ended March 31, compared with the 
same period a year ago. Net profit 
was $5,663,221, against $3,573,617 for 
the year ended March 31, 1937. Sales 
for 1937 totaled $55,613,034, com- 
pared with $38,466,513 in 1936 and 
$26,876,090 in 1935. 


Remington Rand, Inc. 

Net profit was $4,509,433 for the 
year ended March 31, compared with 
$3,516,732 in the preceding fiscal 
year. This is a gain of 28 per cent. 
James H.. Rand, Jr., president, told 
stockholders that net sales were the 
highest since the 1930 fiscal year, 
totaling $49,377,245, an increase of 
$3,743,834 over the previous year. 


Zenith Radio Corporation 

For the year ended April 30, net 
income amounted to $701,476, com- 
pared with $1,904,074 a year ago, a 
drop of 63 per cent. 


Brown Shoe Company 

Net loss amounted to $79,963 for 
six months ended April 30, compared 
with net profit of $393,631 in the pre- 
ceding year. Gross sales for six 
months were $11,800,456 in 1938, 
against $13,637,005 in 1937 and $11,- 
235,809 in 1936. 


United Air Lines 

For the quarter ended March 31, 
net loss was $667,671, compared with 
$402,736 in the like 1937 period. For 
12 months ended March 31, net loss 
was $1,019,422, against net profit of 
$320,418 for the same period last 
year. . 


First National Stores 

For 53 weeks ended April 2, net 
profit amounted to $2,705,191 against 
$3,647,002 for 52 weeks ended March 
27, 1937, a drop of 25 per cent. Net 
sales were $124,294,618, compared 
with $120,682,961 in the like 1937 
period, a rise of 3 per cent. 


Hat Corporation of America 

Net loss was $129,961 for six 
months ended April 30, compared 
with net profit of $247,492 for the 
same period in 1937. 


Lee Rubber & Tire Corporation 

For six months ended April 30, 
consolidated net profit was $314,105, 
compared with $473,277 for the same 
period a year ago. Net sales for 
1938 were $4,998,390, against $6,642,- 
780 in 1937. 


Borden Company 

Report for the year ended Dec. 31, 
1937, shows net income of $6,290,651, 
compared with $7,921,486 in 1936. 
Sales aggregated $237,561,671 in 1937, 
against $238,844,537 for 1936. 


Burroughs Adding Machine 
Net income for the year ended Dec. 


31, 1937, was $8,163,404, against $6.- 
944,442 in 1936. 


STANDARD USES 
COLUMN’ FOR 
INSTITUTIONAL 


San Francisco, June 16.—Usip, 
one-column, ten-inch space in pring; 
pal Coast newspapers, Standard Oi! 
Company of California has launcheg 
an institutional campaign whic) 
couched in homely phrases, ig 
signed to create a more frien@y 
public feeling for Standard Oj] fy 
particular and the industry in ge». 
eral. 

Broken up in the style of editorig 
“columns” for readability, each ag. 
vertisement is adorned with hoy 
heads which indicate the subject of 
the semi-weekly discussions. |) 
general, the early days and trials of 
th oil industry are analyzed. Occ. 
sionally the company breaks away 
from its own story to point a moral, 
One column, for instance, is headeg 
“Lindbergh—what was it he dig 
first?” 

A sample of the information give, 
to the public in this experimenta! 
campaign is indicated by another dig. 
cussion entitled, “Sorry, but we're 
out of fresh gas.” 


Gas Always Available 


This opening gave the company 
an opportunity to point out that 
grocers sometimes run out of some 
of their stock and other retailers 
are permitted the same privilege 
that is, all but gasoline dealers. 

“The distribution system of an oi! 
company like Standard of California 
is truly a marvel,” continued the 
story. “It’s something which fune 
tions with the unsurpassed stead: 
ness—and the unseen complexity— 
of that other marvel, Old Faithful. 

“Pipelines, tankers, trains, trucks 
—and men—combine to make your 
gasoline the most trustworthy sup 
ply as well as the most easily pro 
curable commodity in the world. 

“No matter whether he is headed 
for the next corner or across the 
continent, your motorist sets forth 
nowadays unconcerned—certain that 
wherever he may go, whether in 
blizzard, storm or fair weather, con 
venient gasoline pumps will flow 
and roadside service will be at hand 
all along the way. And that is the 
real measure of the oil industry's 
service to the public.” 

McCann-Erickson, Inc., handles the 
account, 


Appoints Hackett 


Distilled Liquors Corporation, Nev 
York, and its subsidiaries, Walter H. 
Hildick Company, Inc., and Distilled 
Liquors Import Company, Inc., have 
named M. H. Hackett, Inc., NeW 
York, as advertising counsel. 


“Times” to McDevitt 


The Scranton Times has placed its 
national representation with Georg¢ 
McDevitt Company. 
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Thousands of ready-to-use illustra 
tions, on all subjects, are available 
for your inspection. Write, wire oF 


phone 
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KAUFMANN & FABRY C®0- 
425 S. Wabash Avenue *. Chicage 
Telephone Harrison 3135 
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ADVERTISING AGE WINNERS GET AWARDS 


Winners of the first prizes in the high school and college divisions of the third 
annual essay contest sponsored by Advertising Age received their awards of $250 
‘n cash and handsome certificates at the closing session of the AFA Wednesday. 
Left to right are David W. Foley, St. Catherines, Ont., winner in the high school 
division; S. R. Bernstein of Advertising Age, the contest secretary; and Paul J. 
Betz of the University of Pittsburgh, who won first honors in the college division. 


ESSAY WINNERS 
PIVEN AWARDS 
AT CONVENTION 


Detroit, June 15.—David W. Foley 
of St. Catherines, Ont., winner in the 
high school division of the third an- 
nual ADVERTISING AGE essay competi- 
tion, and Paul J. Betz, of the Uni- 
versity of Pittsburgh, winner in the 
college division, were presented with 
certified checks for $250 each and 
handsome certificates of awards at the 
closing general session of the Adver- 
tising Federation of America here to- 
day. 

The two students, who attended 
the entire convention as guests of 
ADVERTISING AGE, Were presented to 
the delegates and given their awards 
by G. D. Crain, Jr., publisher of Ap- 
VERTISING AGE. 

“This contest is part of the far- 
flung consumer education program in 
which many leading organizations 
and individuals are now participat- 
ing,’ Mr. Crain told the meeting. 
“The work of the Advertising Fed- 
eration in this field has been note- 
worthy, making it particularly ap- 
propriate that our contest winners 
should receive their awards at this 
convention. 


Presents Positive Side 


“The purpose of the contest is obvi- 
ous. The negative side of advertis- 
ing is being constantly presented to 
the public by many self-appointed 
crities, public and private. It is, 
therefore, an urgent concern of all 
advertising interests that the posi- 
tive side of this primary business 
activity be made equally familiar to 
the public. We must make it clear 
that advertising pays the advertiser 
only if it also pays the consumer. 
Really profitable advertising works 
doth ways, making it easier to sell 
and easier to buy. 

“Schools and colleges are focal 
boints for today’s criticisms of our 
Social, political and economic sys- 
‘ems. Advertising is but one of the 
activities which are examined and 
‘ritieized. No advertising man or 
Woman would ask that advertising 
“Scape legitimate analysis, but it is 
snPortant to us and to the public 
‘Mat lt be fair, impartial and realistic. 


Elders Are Instructed 


“In direeting the attention of stu- 
dents in the high schools and colleges 
“ the United States and Canada to 
etd Positive contributions of adver- 
‘sing to the public welfare, we are 
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likewise enlisting the attention and 
interest of teachers and parents. 
Academic and family groups have 
been encouraged to study advertising 
and to see how in the daily lives of 
individual consumers it is making 
positive and helpful contributions to 
better and more satisfactory living. 

“Nearly 50 tie-up contests were 
promoted this year by newspapers, 
magazines, college publications, and 
advertising clubs. In addition to the 
essays entered in their local com- 
petitions, we received directly the 
entries of more than 3,200 students. 
This was by far the largest number 
of entries received since we initiated 
this annual competition in 1936. The 
publicity which it received in 1938 
was likewise on the largest scale 
thus far recorded, so that the at- 
tention of the public has been di- 
rected repeatedly to the fact that ad- 
vertising does benefit the consumer.” 


Coast Winery 
Plans Campaign 
in Pennsylvania 


— 


Portland, Ore., June 14.—An inten- 
sive three-months’ campaign to ad- 
vertise Roma wines in Pennsylvania 
will begin late this month, it was 
announced last week by Mac Wilkins 
& Cole, Portland advertising agency, 
which has handled the account of the 
Roma Wine Company, Lodi, Cal., for 
the past several months in 17 so- 
called “liquor control” states. 

Mac M. Wilkins, president of the 
advertising agency, left here by 
United Air Lines last week to 
spend several weeks in Pennsylvania 
to supervise the campaign, which 
will be carried principally in news- 
papers. 

The Roma company secured a 
Pennsylvania listing recently. It is 
reputedly the largest domestic wine 
producer. Copy for the Pennsyl- 
vania campaign will be prepared at 
the agency office here. 


Mississippi Press 
Names L. P. Cashman 


Louis P. Cashman, publisher of 
Vicksburg Post and Herald, has been 
named president of the Mississippi 
Press Association. 

Other officers include Stokes San- 


ders, Kosciuske Star-Herald, first 
vice-president; J. Oliver Emmerich, 
McComb Enterprise, vice-president 


and chairman of the daily press sec- 
tion; W. A. Seay, Columbia Progress, 
wice president and chairman of the 
weekly section; and T. B. Geiger, 
Hattiesburg, vice-president and chair- 
man, commercial printing. 


Baldwin President 
of Technical Group 


Roy A. Baldwin, advertising man- 
ager of Simonds Saw & Steel Com- 
pany, Fitchburg, Mass., has been 
elected president of the Technical Ad- 
vertising Association, Boston. 

Fred A. Noyes, Larcher-Horton 
Company, Providence, was named 
vice-president, and L. F. Cashen, 
Grinnell Company, Providence, secre- 
tary-treasurer. 


Social Events 
Keep Delegates 
Busy and Happy 


Detroit, June 16.—Living up to all 
advance expectations, the Adecraft 
Club of Detroit and the Women’s Ad- 
vertising Club of Detroit provided an 
entertainment schedule for delegates 
to the Advertising Federation and 
affiliated groups which will long be 
remembered by those who attended 
the convention. 

The social festivities got under way 
early Sunday afternoon, when the lo- 
cal hosts transported several hundred 
early arrivals to Greenfield Village 
at Dearborn, where the historic mas- 
terpieces collected by Henry Ford 
were viewed. 

Returning from the Village, dele- 
gates just had time to stop in at one 
or the other of the cocktail parties 
given for men’s and women’s groups 
before gathering at the Cass Theater 
for a variety program which was 
filled with music and fun. 


Honor Award Winners 


The high spot of Monday, from the 
social standpoint, was the annual 
banquet and ball at the Book-Cadil- 
lac, with additional social activity 
provided by the cocktail party of the 
Women’s Advertising Club of Chi- 
cago, given in honor of the Josephine 
Snapp Award winner and the four 
women who received honorable men- 
tions in the competition. 
Tuesday wound up, after a full day 
of departmental sessions, with a 
charming boat trip to Bob-Lo Island, 
the festivities being heightened by 
nearly perfect weather. The social 
festivities came to an end, except 
for informal sightseeing, with a mam- 
moth street carnival Wednesday eve- 
ning, when three blocks of Washing- 
ton blvd., between the Statler and the 
Book-Cadillac, were roped off for 
street dancing and entertainment. 
A special program of teas, tours, 
and shopping expeditions kept the 
wives of delegates busy and happy 
during the meeting. 


ASCAP Register Out 


The first issue of “The ASCAP 
Register of Theme Songs and Musi- 
eal signatures” has been published by 
the American Society of Composers, 
Authors and Publishers, New York, 
and is being distributed to all li- 
censed radio stations in the United 
States and Canada. 


Publishers Move 


American Institute Publishing 
Company, Inc., New York, publisher 
of Journal of Accountancy and Cer- 
tified Public Accountant, will move 
to larger quarters at 13 E. 41st street 
about Aug. 1. Offices were formerly 
at 135 Cedar street. 


i 


of Detroit who did a grand job of welcoming delegates to the convention. 

left to right they are Ruth Dunning, Detroit Free Press; Helen Holby, director of 

club activities work for the AFA; Margaret Moriarity, Detroit News; Laura Pringle, 

Michigan Catholic; Sally Woodward, Station WWJ; and Alacoque Dantzer, 
Station WXYZ. 


Around the conference table here are members of the Women's Advertising Club 


From 


Reorganization 


of WNU Sought 
by Bondholders 


Omaha, June 16.—A petition for 
reorganization of Western News- 
paper Union was filed in the federal 
court here today as the aftermath 
to purchase of controlling interest 
by John H. Perry, president, Ameri- 
can Press Association, and owner of 
numerous other interests, including 
five daily newspapers. 

The suit was filed on behalf of 
Herbert McCoy, Inland Press, 
Omaha; R. Ware Hall, Omaha, and 
two Chicago men, John H. Bartlett, 
Jr., and J. Carlton Jones. 

Similar in its major objective is a 
federal court order obtained yester- 
day in New York by Industrial Asso- 
ciates, Inc., a stockholder in WNU, 
restraining the directors of WNU 
from turning over assets or control 
to the American Press Association. 
The court directed WNU’s directors 
to show cause Friday why a tempor- 
ary injunction should not be issued. 

The purchase of 75,001 shares of 
stock from H. H. Fish and his son, 
president and vice-president, respec- 
tively, of the company, violated a 
permanent injunction issued by the 
federal court of the Northern Illinois 
district in 1912, the Omaha suit al- 
leges. It also charges that Mr. Perry 
paid “less than $150,000 for control,” 
though the company is capitalized at 
$3,000,000. ; 


Would Destroy Competition 


Another complaint made is that 
the transaction, and the ensuing elec- 
tion of Mr. Perry as president of 
Western Newspaper Union, will tend 
to destroy the latter as a competitor 
of American Press Association. 

Western Newspaper Union was the 
first newspaper syndicate organized 


in this country, dating back to 1875. 


The American Press Association rep- 
resents 5,000 weekly newspapers in 
the national field. Both organiza- 
tions provide advertising and news 
plates, mats and printed matter to 
country newspapers. 


Press-Radio Named 


Press-Radio Features, Inc., has 
been appointed Midwest sales repre- 
sentative for the programs division 
of Walter Biddick Company, Los An- 
geles. 


Issues Directory 


George McKittrick & Co., New 
York, has issued the 39th annual edi- 
tion of the Directory of National Ad- 
vertisers, listing 12,000 advertisers. 


UNUSUAL COVERAGE 
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WE'RE USING MORE PICTURES IN OUR 
CATALOG THIS YEAR. ADVERTISING AGE 
HAS TAUGHT ME 

HOW PICTURES 
LIVEN UP A PAGE 


: te ~ ee” - “ : : k 7 : eek ars : : : - soy WY Ao itam = 
os ee el a , ; - = ; ; . a 
4 
3 june 20, 1938 21 some 
— — Meee ne ee ee eee a a - " a —_—_— . % 
_ °° HOSTESS GROUP WORKS HARD 3 
‘Per neeeeey Zz ee 
: A ‘ * 4) $ si = rit ¢ a. 2 > > eg es - aaeis c 
om ns ‘ . eet ; % ‘ | ; -. - ~ = Vee mas -— 
ee ene ee ar epee ia = i = 
_ an ee ae a ae eee P ce * oe i Load a d i: $ a =f = ao rs Banat < y 
| a et ae - Se ee. P: So “Se ae oe 4. ks rd ef wifi 
‘ear hatha a iad Bos eae . ears iat a >  # ; | * agli, eet ® : ee 
5 aed hr et reas Ue 4 J ; a : : ‘ * J a sre: 
—. . : on ae : ; — 4 BoP tae P| me, Se ee, , ie ris a Drees 
indi res: DS a nk ay = - See ue aor : Sots sere : ; ees | 
4 * aa oe 04 -_— eee a a 3 4 | Cae . ¥ ee : 4 > a = aka 
4 2 ¢ . . ’ ait | - : ; ere y 2. . 
¥ a 3 ee ic me q 4 Noe ale T *4¢ eu a TAS 
‘% me a bi x Pe _ ¥ . 
ing Bi ‘ a are . - ~ we ee at nie © 2 eS ee ye . - 
. ‘as jd 4 "e : . gt Py #3 iyo « pe ; 
Oi ore “i Cen ‘ ieee eo ll SR aay SF 0 
+ ; ae roy, : ” ; " Cis 7 a 
ich aa i i. ao 
; es QO oR > & 
ly ee.” ee - me 
in - a ek a ee ™ rods, “eae oe Peis “Te | ert 
@ ieee — —- ” caf 
4315 .— re seen ~~ § , ’ ; Fi ; a %&, we 
= ‘ ‘A vt eee 4 oe, ’ Be ll ' fee 
ria) > = ; cs ae : 
an . i } pe. 2, as ; Ker “4 
ad ar 2. s Ss eS is ae a -_ 
bor pT aad 
of co * 
In ae a, 
eae oo 
3 of : ae 
CCa- Wah ‘* 
Way ot 
ral, =. a aces 
ied, i : cian raat | aie 
; es = 
ven ~ 
} ey : 
ntal wea 
e're Bee le 
ay " ae 
| _ : os 
any er 
peri rh ea 
that ba a aa 
ome ine Se | ee ie 
VILE _ - Fe 
ilers . ao 
ge— _————— | - 4 - me 
a ——— Bis 
F | a te 
nla . 4a #3 
ead: bia 
ity a 
ne fr “ai - — 
your i | hee a ‘ne fe aa “ere 
Sup ; | i & ~~" ay whee ee ae 
; = : eae 
m 10 - 
eh . 7 
- a 70,000 © = 
a a & BUILDIN _ 
that | : +4 CT ORS f : <a 
> i ot CONTRA é ; cs 
one = | Pen pia ee _ 
flow | | Sees Lae <r 
a Kenko eS fm : 3 ‘obi 
hand epee a ed a ae = ae 
; the see ae 
try’s a Bee 
‘ Y he ¢ i ; 
~ ’ 
ste — | Bs i 4 
| inns Nba Ooty Sacoiins Bratearter Pombentire a: ee a 
: 
ee é 
New s 
er H. | a 
- | ______—_F “ee 
have Pe . aren 
New ——————————————————————————— es ee ee ee ee Meee Nees ee tee Bess 
od its a se 
eorge eres 
Reyer ; i 
———— * ‘ ‘ oi 
ee Y0U'p 3 
5° | ~ x : 
— = a. 4 ee ee re 
ie. oa 7, * pe fae ts 
e 5 4 Be igi 3 
er a see Be ee ay ' @ : ae Boi ac 
O ire Ce. 2 Soph 
“ACh ys a Yee 2 ea . eee: 
aes ee ah OS mee ey Se ee ae Pen ee 
% AEG. mer eA yao os 5 x Pe are” "ees po Sy a “as 4 : ‘ 
Regs + ee Satna BE Sein: OS ate MR ea | Se See ae x 
ete Oe tye me 3 et ae, ae eae Eee «ates 
tome: | «Se a Beer ONS ekg Be > ae 1 Se aa mpm Ft ie > eee Bee oa) 2 
es ee WA eed eee) ee aes 7 is ae 
: ee Ae gE Mn oe ek bs ge Me ae Se tte Ike Br set as is cy ae = Sa 
a ee PPE coe Ee ean Bie: 24 ee eee oe at Bes. 
* AN ame ee Rie CFS ee — a 2 Ba 
a, wip EC a aes ey" x ° ag ae ee a P i. ar hs ie a 
SS e = i ane a ee it Sn * 2: gee ae aa Bs 8 i ct 
| a a Agee ee. a ae Pe , Ber 
i ae ge eS ea io... : ae SL ae A On eae a een ae 
ae a BE Smile. Pie, acca ee 
ee poi eT, * age ee. Pos 
—- ae | ; e : ee ae ig 2 ee ZA Saale =m) . hs a <a ae vase ii ces Bo tf 
rr} tee F oe NR areas citrate Situ Se AS es = Sa ms eg I ag oe 
tye ae <a Goo a pe os % e \. cele BSS ~ por eae ne _ eee 
. eae # Bee ai cg - cee 2 . . a e ; ion eo 
a ; os Ne he 2 Se a \k ae &. = 7 yy ; Se re 
cs + oy aw © Ul | a & te 
' ae se res Sy ¥ ' q - = ‘ ae “a4 a - in o3 . is cAiahl 2 
e a he Slo eae BA _/ ~~ ihe tee Sp. Fee j . "ae Sane 
| re Re.” Vig wd ¥ , a cae ee Zz ye “a = “= a e ea os ea >. =e 24 es am 
——— 7 -~ gael” ry a eee € zs 3 a 
0. | | i. - << ~ sa ~~ ee as ; ee 
cago ‘wd . wi = Ste é Pe ak ; PP " eo eee eae ‘a ae B mee i a ee ‘ i, ae 
a. ~ he ~ ~ poe i a on oR : es 
Bese <— Ws : Bei 
he gs # 
oe 
ee 
Ta me PAL eps ; a ; i ‘ ; : 3 - z pean Y : é re Sa rete : rt ’ eevee 5 iS cote as ‘ nae . Ob RES em : aa 
seg, © lee Salk oe Se me eS ee oo cagis Te er cas SPN SMG ARS Ot aR | Rr cae mace Cle Spy SR acai g ei ge ea eh i aNd agree ey ees! VR ry ON Ree CRP TE pea ote ten oy Rete ae ae, oan ea eeghze p=, ae 
ok 5 Wig cee aoe weal he icc a es ck LS WA of oe he oe ee eee Oh te ek a aan! Src | alee Maha sR Se ee Sa “eee 
- . Ne ‘ 3 i = x sd : ate Fare te eee EP Eo a SR a5 See Emer Be 2 oe ee Peake mes “io he Ory Je ase oe 


ADVERTISING AGE 


June 20, 1933 


TESTS OLD JOB—To celebrate completion of 40 years of continuous service, 


Edward G. Seubert, president, Standard 


Oil of Indiana, returned to the machine 


shop at Whiting, Ind., refinery where he began his career. 


Secretaries 


to Report on 
Trade-Marks 


New York, June 16.—Compulsory 
state trade-mark registration, the 
perennial bogy that faces national 
advertisers, is due to rear its head 
once again at the 21st annual confer- 
ence of the National Association of 
Secretaries of State in Louisville, 
Ky., next week. At that time a spe- 
cial committee on uniform trade- 
marks and trade names, headed by 
Doris I. Byrne, deputy secretary of 
state of New York, will issue a re- 
port on the subject. 

Although Miss Byrne said this 
week that her group has not yet de- 
cided what it will report, it was re- 
called that at the last conference of 
the association she delivered an ad- 
dress strongly urging enactment by 
states of mandatory trade-mark reg- 
istration. Serving with Miss Byrne 
on the special committee are Robert 
A. Gray, secretary of state of Flor- 
ida, and Robert E. O’Brien, secretary 
of state of Iowa. 

Legislation of the type advocated 
by Miss Byrne has already been in- 
troduced in several states, among 
them New York, New Jersey, Ne- 
vada, Maryland, Rhode Island, New 
Mexico and Kentucky. In no case, 
however, has the bill been passed. 


Warning from A. N. A. 


Emphasizing the significance of 
the forthcoming meeting to manu- 
facturers, G. S. McMillan, secretary, 
Association of National Advertisers, 
said today: 

“There is no necessity from the 
point of view of business or of the 
consumer for the passage of manda- 
tory state laws. The only bene- 
ficiaries of such laws would be the 
few who would get political jobs in 
State bureaus, the politicians who 
would have the small additional 
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patronage to hand out and those in- 
dividuals—not necessarily attorneys 
—who make a business of registering 
trade-marks for a fee. 

“The indirect beneficiaries would 
be unscrupulous persons who would 
immediately rush into a state having 
such a law and register in their 
names the trade-marks of every 
reputable manufacturer who did not 
get there before them. This pro- 
cedure is common in certain for- 
eign countries where it has always 
been a source of trouble to Amer- 
ican business. If adopted here, it 
would be directly contrary to the 
rule firmly established under our 
law for a century and a half that 
the first user of a trade-mark is the 
rightful owner. 

“To manufacturers who are some- 
what complacent about the whole 
matter, it should be pointed out that 
trade-mark as defined in these bills 
goes far beyond what we generally 
understand as a trade-mark. The 
mandatory legislation would include 
‘stamps, seals, designs, devices, ad- 
vertisements, forms of advertise- 
ment, letter, number, words, word- 
ing, phrase, slogan, prints, labels, 
wrappers, emblems, shapes, terms, 
descriptions,’ among other things.” 


Flint Club to Start 


Educational Program 
The Flint Advertising and Sales 
Club, Flint, Mich., is completing 
plans for an educational program to 
consumer groups in the city and also 
expects to sponsor advertising classes 
in the fall term of city high schools. 
New appointments on the club’s 
staff include Howard M. Loeb, Sta- 
tion WFDF, first vice-president; Les- 
ter Carr, advertising manager of the 
Flint Journal, board of directors, and 
Thurston Jenkins, Barnes-Michigan 
Corporation, educational director. 


AMA Re-elects Dodd 


Alvin E. Dodd has been re-elected 
president of the American Manage- 
ment Association, New York, and 
Thomas R. Jones, president, Ameri- 
can Type Founders, Inc., Elizabeth, 
N. J., has been named chairman of 
the executive committee. Thomas J. 
Harte, vice-president and _ general 
sales manager, North American Ce- 
ment Corporation, New York, is vice- 
president of the industrial marketing 
division, and Edgar Kobak, Lord & 
Thomas, New York, is vice-president 
of the consumer marketing division. 
New directors include Walter D. Ful- 
ler, president of Curtis Publishing 
Company, Philadelphia. 


New Michigan Paper 

The News, Michigan City, Ind., has 
been purchased by the Dispatch Pub- 
lishing Company, former publisher 
there of the Evening Dispatch. Dis- 
patch started publication June 6 of 
the News-Dispatch, replacing both 
the News and Evening Dispatch. H. 
R. Misener is the publisher and Eu- 
genia H. Nixon, president, of the com- 
pany. National representative is 
Midland Newspaper Representatives, 
Wabash, Ind. 


Fisher in New Post 
Beeman Fisher has resigned as 
general manager of Station WOAI, 
San Antonio, Tex., to join the Texas 
Electric Service Company, Fort 
Worth, as assistant to the president, 
A. J. Duncan. 


Getting Personal 


It takes courage for a lone buyer to stand up before a bunch of 
salesmen and speak his mind about them. But that didn’t faze Robert 
H. Crooker, Campbell-Ewald v.p. It was give and take when he stood 
up before the newspaper ad executives at Detroit, but the friendliest 
spirit prevailed... 


W. J. Cameron packed plenty of laughs into his luncheon address. 
Loudest guffaws burst forth when the Ford spokesman grew nostalgic 
and harked back to what he called the “Mineral Oil Era.” There was 
copy censorship in those days, too, he revealed, and his paper turned 
down a space order because “constipation” was used... 


When Washington Blvd. overflowed with merrymakers Wednesday 
night, the figure of Joe Hartigan (C-E) stood out over the crowd from 
his perch on the reviewing stand. Joe did a swell job as Detroit con- 
vention chairman. Maybe it was his concern over the welfare of visit- 
ing firemen that made him forget his own comfort—to the extent of 
getting stranded on Bob-Lo Island when the cruise ship left for the 
mainland... 


Most of the newspaper admen who heard Bob Hall, Phoeniz Re- 
public & Gazette’s dynamic space merchandiser, heaved a sigh of relief 
when some of the California delegates decided to pass up the chance 
to refute Bob’s references to the glories of Phoenix weather. In fact, 
his tourist promotion job was as good as the superb presentation he 
gave on selling newspaper space. Civic pride swelled out the chest of 
L. C. Barlow, too, in the course of the department store man’s speech 
on truth in advertising. There were at least half a dozen references to 
what a fine place Detroit is... 


Gene Flack, officially known as trade relations counsel of Loose- 
Wiles Biscuit Company, but unofficially recognized as the most widely 
traveled, tallest and most audible man in the food field, brought down 
the house at the Waldorf last week with his dynamic delivery of a few 
well-chosen remarks in support of the National Salesmen’s Crusade. 
His fellow Sales Executives Club members knew what to expect, but 
upwards of a thousand others in attendance and countless more of the 
radio audience were sent reeling by “Sunshine Gene’s” foghorn voice 
which Chairman Richard W. Lawrence, prexy, Chamber of Commerce 
of N. Y. State, said “should have been given to six train announcers.” . . 


Paul Smith, Kenyon & Eckhardt art dir., combined business with 
pleasure recently when client Waldorf-Astoria Towers sought a new pho- 
tographic slant on the hotel’s twin parapets for copy use. Smith hustled 
to the airport, took off in his own plane, circled over the hotel as low 
as the law would allow, landed with the shots to satisfy hotel prexy 
Lucius Boomer and account executive R. K. Smith. . . 


Adman A. D. Lasker, Lord & Thomas chief, forgot Townsend & 
Townsend troubles long enough to lend silent support to golf pro Dick 
Metz’s efforts to capture the U. S. Open crown. Metz led at the three- 
quarter mark but faded in the stretch and finished second. He’s 
Lasker’s private pro at the Chicago estate of L& T’s boss. Mr. Lasker 
had lunch with President Roosevelt Tuesday. 


Don Gilman and John Swallow, West coast NBC officials, arrived 
in New York last week, as did Louis A. Witten, v.p., Buchanan Com- 
pany, back from Hollywood. Meanwhile, 0. B. Hanson, NBC v.p., is in 
California. . 


John A. Curtis, Current History a.m., joined the June parade to 
the preacher by marrying Helen Frances Brown of Bronxville. They’ll 
live in Fleetwood, N. Y. Likewise Frank Headley, chief of Kelly-Smith 
newspaper reps., who said “yes” to Ruth Mallory in Washington June 10 
and is honeymooning in New Hampshire... 


Edward L. Swanee Taylor, v.p., Popular Aviation, lost a bout with 
his medico and is getting along without his appendix at Post-Graduate 
Hospital, N. Y. . . Returning from Norway via the maiden voyage of 
the new motor liner Oslofjord last week were Edward Klauber, CBS 
exec. v.p., and wife, and Leonard P. Hall, publicity associate of Alfred 
A. Frants. .. 


Salvatore Castagnola, pres. Castagnola Advertising Art, has been 
re-elected head of Queensboro Society of Arts & Crafts. .. AFA’s Earle 
Pearson hustled back from the Detroit convention to move his home to 
New Canaan, Conn... Frank E. Tripp, gen’l mgr. Gannett Newspapers, 
told school for Gannett ad. execs. that fall business will improve and 
newspaper linage will increase. . . 


Elevator boys, doormen, waiters and other employes at the 
McGraw-Hill bldg., New York had a bad case of the jitters when James 
M. McGraw, Jr., pres. McGraw-Hill, escorted no less a personage than 
Herbert Hoover to lunch at the M-H skyscraper restaurant... 


Judges J. Ghislain Lootens, Car] Zeiss, Inc., pix ed., Wm. H. Zerbe, 
New York Herald Tribune photo dir., and Edward Alenius, well known 
salon exhibitor, awarded first prize in amateur photo exhibition by 
staff and clients of Newell-Emmett to E. C. Laird, the Texas Company. 
Two other awards went to Texas men, and two to Robert S. Trowbridge 
of N-E... 


Florence Montgomery, public relations director of The Izzard Com- 
pany, Seattle, has been pledged to an honorary membership in Gamma 
Alpha Chi, national professional advertising fraternity for women. . . 
The Advertising Club of Washington, D. C., honored Eugene Meyer, 
Washington Post publisher, with a testimonial dinner June 15 on the 
occasion of the fifth anniversary of his purchase of the Post. By the 
way, the Ad Club has issued Vol. 1, No. 1 of “The Ad Clubber.” . . 


Foster May, news editor of WOW, Omaha, Nebr., is having a direct 
line run from his home to local station WAAW where he has bought 
a series of nightly half hour programs starting July 9. He is running 
for congressional nomination and will conduct a front porch radio cam- 
paign with the public invited to his front yard to listen and take part 
in the program. . 


V. Hamilton-Weir, g.m., WLEU, Erie, Pa., will be responsible for 
all next year’s programs of the Erie Advertising Club. . . Francis W. 
Hatch, v.p. BBDO, is a director of the Boston Better Business 
Bureau. . . Warren A. Priest, a.m., New England Homestead, Spring- 
field, Mass., is wending his way to the Pacific Coast. The Phelps Pub- 
lishing Company thought that a good excuse for a steak roast and 
farewell party. . . 


Low net at the Agate Club (Chicago) golf party June 10 was a 
tie between O. A. Feldon and J. L. Mitchell, both of Macfadden Publi- 
cations, and Feldon won the draw. Mitchell got second low net; Geo. 
McCausland, Butterick, won low gross, and E. A. Fox, Macfadden, low 
net for the morning nine... 


WEEKLY PAPERS 
OF SIX STATES 
JOIN FOR SALES 


Kansas City, June 13.—Describeg 
as the nation’s largest association 
weekly newspapers for organized gel}. 
ing of advertising, Midwest Rurg 
Newspapers, Inc., was launched at , 
meeting of nearly 100 publisher; 
from six states here Friday and §q. 
urday. 

The organization already has mor 
than 300 member newspapers and ey. 
pects to obtain more than 500, Toy 
B. Purcell of the Citizen, lowa Falls 
Ia., who was elected president, said, 

States represented were North Da. 
kota, South Dakota, Nebraska, Kap. 
sas, Missouri and Iowa. Invitations 
will be extended to newspapers oj 
Wisconsin, Illinois and Minnesota tp 
join the organization, Mr. Purcell ap. 
nounced. 

Offices will be at Des Moines in ep 
operation with Iowa Newspapers, 
Inc., of which Charles H. Clarke js 
managing director. The Des Moines 
office will establish a system under 
which an advertiser can use any or 
all member newspapers with one 
order, one billing, one tear sheet gery. 
ice and one check for payment. 

Midwest Rural Newspapers, Inc., js 
the result of eight months of organi. 
zation work which culminated in the 
meeting here. The newspapers in 
each state are organized in state 
groups, and will hold state meetings, 

Woodyard Associates, of New York 
and Chicago, was employed as spe 
cial representatives of the new or 
ganization. 


Stresses High Standards 


At a banquet meeting Friday night, 
Merle Smith, well-known national 
business consultant, stressed the need 
for modern practices of makeup and 
editing to keep weeklies abreast of 
the times and high in interest appeal 
to readers. 

Vice-president of the Midwest group 
will be E. C. Leggett of the Quiz, 
Ord, Neb. Fred Hill of the Reporter, 
Hamburg, Ia., was elected secretary- 
treasurer. 

Board members are: North Dakota, 
E. J. Conrad, Bismarck Capital; 
South Dakota, C. H. J. Mitchell, 
Brookings Register; Nebraska, Guy 
Ludi, Wahoo Democrat; Kansas, 
John Gilmore, Fredonia Citizen; Mis 
souri, W. C. Hewitt, Shelbyville Her 
ald; Iowa, M. L. Curtis, Knocville 
Journal. 

Constitution and by-laws were 
drawn up and approved, and articles 
of incorporation were prepared. 

The general formula followed it 
organizing the Midwest group Wa 
that of Iowa Newspapers, Inc., which 
has operated successfully with o 
fices at Des Moines for 12 years. The 
new group is an expansion of the 
Iowa plan, although it will be in co 
operation with separate state orgalr 
zations and will not replace them. 


$22,000 Budget for : 
Jersey City Drive 


The Central Avenue Business 
Men’s Association of Jersey City, ™: 
J., has authorized its advertising 
committee to spend $22,000 in new 
papers and radio to promote the are 
as a Hudson County shopping center. 

The drive will feature a slogal 
“Shop on Central Avenue.” 


New Mass. Station 


Harriet M. Alleman and Helen VW. 
MacLellan, dealers in Cape Cod fr : 
estate, have been authorized by % 
Federal Communications Commissio> 
to start a new radio station at Bar? 
stable, Mass., operating on 4 m 
length of 1,210 kilocycles under t " 
name, Cape Cod Broadcasting Co 
pany. 
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BROADCASTERS PLAY BEFORE MEETING 


A group of broadcasters gathered at the Sunday reception of the Adcraft Club. 

Left to right: Charles C, Caley, WMBD, Peoria, Ill.; Charles F. Phillips, WFBL, 

Syracuse; Buryl Lottridge, KTUL, Tulsa; Craig Lawrence, lowa Broadcasting Com- 
pany, and Herb Hollister, KANS, Wichita. 


AFA DIRECTORS GET STARTED EARLY 


@ 


At the AFA directors Sunday luncheon are, left to right, John Benson, American 

Association of Advertising Agencies; Frank Braucher, WOR, New York; Louise 

C. Grace, Grace & Bement, Detroit, secretary; and Helen Holby, director, club 
contact division, AFA. 


ALL HAIL FROM 


BUCKEYE STATE 


Part of the Ohio delegation whoops it up—A. W. Theiss, sales promotion man- 

ager, Ohio National Life Insurance Company, Cincinnati; H. G. Gillespie, pres- 

ident, Cincinnati Advertising Club; C. W. Hamilton, sales promotion manager, 
Globe-Warneke Company; P. O. Warren, Warren's Picture Service, Dayton. 


« ff Promotion on 
a =Screen Liked, 
— Sponsors Say 


1. Detroit, June 15.—To the extent 
that it provides the public what it 
likes in the way of entertainment 

. or education, screen advertising can 

10e justify itself, Jamison Handy, presi- 

dent, Jam Handy Picture Service, 

Inc, told the visual advertising 

— conference held here today at Ho- 

are 'el Statler as part of the AFA con- 

nter. vention. This new advertising me- 

ga, dium will increase in usage and 
Popularity with improvement in its 
technique, he asserted. 


Exhibits Motion Pictures 


ral Mr. Handy exhibited a number of 
the Notion pictures to illustrate their 
sion Ue for sales training work, which 
sarD- also includes use of sound slide 
wave lms, group selling programs, and 
the for publicity as theatrical shorts. 
om he successful distribution of the 


latter, he said, depends on the the- 

—= ‘ter manager’s desire to provide 
—_ entertainment while keeping 

Penses down. The animated car- 

| Con technique and color are two 
) ‘ctors which have contributed 
~sied to the growing success of 
— movies, the latest develop- 
- nt in this field. Their accept- 
ce by theater operators is being 

Stened by the applause which 


their showings receive, according to 
Mr. Handy. 

H. V. Fish, vice-president, Wild- 
ing Picture Productions, Inc., who 
shared the program with Mr. 
Handy, asserted that no selling tool 
is so well adapted to influencing hu- 
man emotions as dramatized mer- 
chandising. 

“To break down price resistance, 
to stimulate consumer acceptance 
and to alter buying habits—none of 
these is achieved by accident,” he 
said. 

“What often appears to be an al- 
most miraculous merchandising suc- 
cess is actually nothing more than 
the inevitable result of presenting a 
product imaginatively through the 
most effective medium to its logical 
audience. Buying trends are cre- 
ated by advertising calculated to 
stimulate the desire for ownership.” 

Mr. Fish also exhibited a number 
of motion pictures to show their ap- 
plication to sales work, to selling 
dealers on the advertising and mer- 
chandising program and to teaching 
safety. 

The meeting also viewed a special 
showing of “Over the Counter and 
Off the Shelf,” a color sound film 
sponsored by Modern Packaging, fea- 
turing the latest in packaging de- 
velopment and the 1937 packaging 
competition award winners. 

Henry Obermeyer, assistant vice- 
president, Consolidated Edison 
Company of New York, presided at 
the session. 


JOINT DISPLAY 
FOR PETROLEUM 
AT GOLDEN GATE 


San Francisco, June 16.—Uniting 
for a single impressive exhibit that 
will tell the story of oil from the 
“human interest” point of view, the 
petroleum industry has signed a 
major space contract that insures 
the expenditure of at least $300,000 
on a spectacular display at the 
Golden Gate International Exposition 
in 1939. 

The cooperative effort of the in- 
dustry will be exerted through Golden 
Gate Exposition Petroleum Exhibi- 
tors, Inc., a non-profit corporation 
organized for. the purpose, and 
headed by B. I. Graves. Among the 
companies already participating are 
General Petroleum Corporation, Gil- 
more Oil Company, Richfield Oil 
Corporation, Rio Grande Oil Com- 
pany, Seaside Oil Company, Shell Oil 
Company, Standard Oil Company of 
California, Sunset Oil Company, The 
Texas Company, Tidewater Associ- 
ated Oil Company, and Union Oil 
Company. Others are being invited 
to join. 


On Treasure Island 


A contract has been signed for 40,- 
000 square feet of exhibit space in 
the unique Vacationland building on 
Treasure Island, Western World’s 
Fair site in San Francisco Bay. 
Artists and designers are developing 
plans for a comprehensive display 
and experts in scientific and tech- 
nical fields have been working for 
more than a year to create new dis- 
play uses for petroleum. 

The joint display on Treasure 
Island will supplement an expendi- 
ture of about $500,000 by individual 
oil companies through established ad- 
vertising media, calling attention to 
the Western World’s Fair as a travel 
incentive. Directors of the collective 
exhibit, in addition to Mr. Graves, of 
Tidewater Associated Oil Company, 
are W. B. Curtis, General Petroleum; 
H. E. Britzman, Richfield; F. A. C. 
Guepin, Shell; W. J. Held, Standard; 
T. H. Webb, Texas, and A. C. Gal- 
braith, Union. 


F hie to Reach 


Charles Dallas Reach Company, 
Newark, N. J., has been appointed to 
handle the advertising for the lubri- 
plate division of Fiske Brothers Re- 
fining Company, Newark. Charles W. 
Scott is account executive. Trenton 
Trust Company, Trenton, N. J., has 
also named Reach to direct its ac- 
count. 


Adams Photoprint Sold 


Harry Watts has sold to Ted 
Adams the two offices of the Adams 
Photoprint Company at 295 Madison 
avenue and 745 Fifth avenue, New 
York. The studio in the Graybar 
bldg., New York, has been re- 
tained by Harry Watts and the name 
of that office changed to Ad-Stat 
Company. 


Aberle to McLain 


H. C. Aberle Company, Inc., Phila- 
delphia, maker of Aberle-Trezur silk 
hosiery, has appointed McLain Or- 
ganization, Inc., Philadelphia, to di- 
rect its account. Cooperative news- 
paper advertisements, business 
papers and point-of-sale advertising 
will be used. 


“Retailer” Bows 


First edition of Sporting Goods 
Retailer, a national weekly news- 
paper for the sporting goods indus- 
try, has been issued by Trade News- 
papers Corporation, New York. Wil- 
liam Chandler is managing editor, 
and Jack H. Treuhaft business man- 
ager. 


Doty Joins Petry 


Carl Doty has joined the sales staff 
of Edward Petry & Co., New York. 
He was formerly with WOAI, San 
Antonio, and National Broadcasting 
Company, New York and Chicago. 


STARTS NEW GROUP 


William G. Rambeau 


MAJOR MARKETS 
SPOT STATIONS 
SIMPLIFY RADIO 


Rambeau to Compile Informa- 
ition for 24 Markets 


Chicago, June 16.— Formation of 
Major Markets Spot Stations was an- 
nounced here today by William G. 
Rambeau Company, radio representa- 
tive, which will wage a hard-hitting 
campaign, the first of the kind in the 
history of radio, in behalf of the sta- 
tions embracing the high standards 
established for local programs. 
Twelve stations have already pledged 
their acceptance of the new plan, 
first broached at the recent conven- 
tion of the National Association of 
Broadcasters in Washington. 

Major Markets Spot Stations will, as 
the name suggests, be confined to 
leading cities, with a single station 
holding the franchise in each. Mar- 
kets to be covered include New York, 
Boston, Philadelphia, Baltimore, 
Pittsburgh, Washington, Cleveland, 
Buffalo, Cincinnati, Indianapolis, Chi- 
cago, Milwaukee, St. Louis, Kansas 
City, Omaha, Minneapolis-St. Paul, 
Dallas-Fort Worth, Denver, Salt Lake 
City, Los Angeles, San Francisco, 
Portland, Seattle, Atlanta and Miami. 


New Light on Spot 


This cooperative sales and promo- 
tion campaign is designed to clarify 
many problems which have con- 
fronted advertisers desiring to use 
spot radio. It will not only relieve 
stations of their dependence on net- 
work programs, but increase their 
revenue substantially, according to 
Mr. Rambeau, who said that sale of 
a typical unit will give the stations 
$2,085, compared with the $1,248 re- 
ceived for the same network time. 

Major Markets Spot Stations has de- 
veloped a well rounded research and 
sales program designed to eliminate 
many of the present difficulties 
which stand in the way of extensive 
use of local programs by advertisers. 
Not only will one order and one bill- 
ing suffice for any station in the or- 
ganization, but MMSS will act as a 
clearing house of information on 
available programs, and all other 
problems. 

It will lay emphasis on availability 
of “audience tested” programs; 
standardize market information and 
data on individual characteristics of 
stations; sell business on the value 
of transcriptions, and sell the public 
on the value of business; widen radio 
sales efforts to include top execu- 
tives, as well as advertising man- 
agers and agency time buyers; and 
in general attempt to “increase use 
of spot radio and bring new money 
into support of this medium.” 

The program department, accord- 
ing to plans outlined by Major Mar- 
kets Spot Stations, will be one of the 
most important to be created. It 


will make transcriptions available 
for auditions to all interested, and 
place exchange of information on 
transcriptions on a sound basis, so 
that every advertiser will get regular 
information about tested programs 
which are available. 

The plan contemplates advertising 
spot radio in direct mail, in the trade 
press, and in one general magazine, 
as well as through the stations’ own 
facilities; publication of a monthly 
magazine to go to advertisers and 
others with the latest information 
and success stories; better training 
of salesmen to insure adequate 
presentations; and better organiza- 
tion of material for the benefit of 
advertisers and agencies, so that 
their files will always be complete 
and up-to-date. 


Stahl Joins Agency 


Charles J. Stahl has joined J. M. 
Korn & Co., Inc., Philadelphia, as 
account executive. He was formerly 
general manager of Station WPEN, 
Philadelphia. 


ASFOCUS 


You win a prize: One of the 
KSFOlks, Joe Walters, wins the 
Sidney Garfinkle Agency trophies 
for himself and KSFO as San 
Francisco's best announcer. KSFO 
announcing wins prizes for you, 
too...in sales. 


Bridge to business: Nearly 10 
million a year use the San Fran- 
cisco-Oakland bridge, centralizing 
trade in the Bay area. KSFO is 
your bridge to them...and their 
dealers. 


Shredded whole fan-mail: Elma 
Latta Hackett, ‘Friendly Home- 
maker’’ of the KSFOlks, turns 
over her mail to the Salvation 
Army which shreds and sells it. 


Swing high: Joe Sanders and his 
Nighthawks go away from town 
in a United Air Lines plane to 
salute the Golden Gate Inter- 
national Exposition. Their music 
went to many a town via KSFO. 
Arrow below points with pride. 


KSFO 
~ 
AVF 
SAN FRANCISCO 
ESFO-Russ Building, San Franciseo 
560 KC...5000W day... 1000W night 


PHILIP G. LASKY, General Manager 
National Representative: 


FREE & PETERS, Incorporated 
COLUMBIA BROADCASTING SYSTEM 
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EXECUTIVES OF 


sized the desirability of injecting bet- 


an interesting 


» will be securing only 57 per cent of 


NEWSPAPERS IN 
COLORFUL MEET 


(Continued from Page 10) 


ter showmanship into the selling of 
newspaper space. He also presented 
illustrated study of 
media trends during the past 11 
years. 

The subject of radio competition 
was projected onto the convention 
floor with renewed vigor at the 
closing session when Preston Rob- 
erts, O’Mara & Ormsbee, newspaper 
representatives, described the diffi- 
culties encountered in soliciting auto- 
motive business because of the fasci- 
nation of automobile distributors 
with the glamor of radio. 


Dealers Like Radio 


Broadcasters have concentrated 
their selling activity on dealers, he 
said, the result being pressure on 
car advertisers in behalf of radio. 
He urged the newspaper executives 
to direct their selling fire in the di- 
rection of local dealers with the 
hope of “educating” the latter on 
the value of the newspaper. 

J. Frank Duffy, Gannett News- 
papers, also discussed the influence 
of dealers in media selection and 
recommended that this factor be 
kept in mind, Chester M. Campbell, 
advertising manager, Chicago Trib- 
une, suggested that newspapers en- 
gage in radio audience research in 
their own localities to check cover- 
age claims of radio stations and de- 
velop sales ammunition to be 
passed along to newspaper repre- 
sentatives. He asserted that such 
research constituted not “a drive 
to fight radio,” but simply a basis 
for intelligent selling. 


Urges United Effort 


Decrying the tendency of news- 
papers to fight each other instead 
of joining forces to outsell compet- 
ing media, John Guernsey, Media 
Records, Inc., urged newspapers 
“to supply their salesmen with con- 
structive material and banish ma- 
terial reflecting on competitors.” 

He presented an analysis of ex- 
penditures for newspaper, magazine 
and radio advertising during the 
past 10 years, showing a decline in 
the total proportion of business se- 
cured by newspapers, from 69 per 
cent in 1929 to 61 per cent in 19387. 
If this trend continues, newspapers 


all expenditures in the three major 
media by 1939. 

Typical of the opportunities of- 
fered by united action, Mr. Guern- 
sey said, is the situation that will 
come into being after June 30, when 
five important nuisance taxes which 
last year amounted to $21,272,000, 
will terminate. 

“Wouldn’t it be good business for 
us to unite to seil manufacturers 
on the idea of putting half of these 
savings into newspaper advertis- 
ing?” he asked. He broke down the 
tax savings as follows: 

Tooth paste, toilet soaps, etc., $6,- 


641,831; furs, $5,919,688; sporting 
goods, $6,801,661; cameras and 
lenses, $979,619; chewing gum, 
$929,467. 


The convention ended with adop- 
tion of a resolution pledging un- 


qualified and wholehearted support 
of the united front movement, and 
expressing “complete confidence in 
the able leadership of the Bureau of 
Advertising.” 

Col. Leroy W. Herron, advertising 
director, Washington Star, was re- 
elected president of the association. 
Forest B. Geneva, Des Moines Regis- 
ter & Tribune, was named vice-presi- 
dent; and Irving C. Buntman, Wis- 
consin Newspapers, was re-elected 
secretary-treasurer. Chesser M. Camp- 
bell, advertising manager, Chicago 
Tribune, and Buell W. Hudson, 
Call, Woonsocket, R. I., were elected 
directors for three years. 


Coming 
Conventions 


June 20-23. Annual meeting, Na- 
tional Conference on Visual Educa- 
tion, Francis W. Parker School, Chi- 
cago. 

June 20-23. Annual convention, 
National Editorial Association, White 
Sulphur Springs, W. Va. 

June 20-23. Annual convention, 
National Association of Retail Gro- 
cers, Hotels Netherland Plaza and 
Gibson, Cincinnati. 

June 21-23. Annual 
International Circulation 
Association at Quebec. 

June 24-30. Annual meeting, Al- 
pha Delta Sigma, advertising fre- 


convention, 
Managers 


ternity, Hotel Ambassador, Los An- 
geles. 

June 25-29. International Adver- 
tising Convention, Glasgow, Scot- 
land. 

June 26-30. Annual convention, 
International Association of Display 
Men, Mayflower Hotel, Washington, 
D. C. 

June 26-30. Annual convention, 


Pacific Advertising Clubs Associa- 
tion, Hotel Ambassador, Los An- 
geles. 

June 27-July 1. Mid-year meeting, 
National Retail Dry Goods Associa- 
tion, Hotel Netherland Plaza, Cin- 
cinnati. 

June 28-July 1. Annual conven- 
tion, American Home Economics As- 
sociation, Hotel William Penn, 
Pittsburgh. 

July 2-4. Annual convention, 
Trade Association of Advertising 
Distributors, Hotel Statler, Detroit. 

July 11-13. Annual convention, Ex- 
clusive Distributors Association, Neil 
House, Columbus, O. 

Aug. 14-17. Annual convention, 
International Association of Print- 
ing House Craftsmen, Boston. 

Aug. 16-19. Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Aug. 238-25. Annual convention, 
America, Denver. 

Sept. 12-16. 


tion, Hotel Astor, New York. 
Sept. 18-21. Annual 
Mail 
tion, Hotel Statler, Detroit. 
Sept. 19-23. 
Management Congress, 
D. C. 
Sept. 21-23. Annual 
sociation, Hotel Statler, Cleveland. 
Sept. 28-30. 


Stevens Hotel, Chicago. 
Oct. 8-9. 


Washington, D. C. 
Oct. 10-14. 


National Association of 


Outdoor Advertising Association of 


Semi-annual conven- 
tion, Premium Advertising Associa- 


convention, 
Advertising Service Associa- 


Seventh International 
Washington, 


conference, 
National Industrial Advertisers <As- 


Annual convention, 
Direct Mail Advertising Association, 


Annual convention, Na- 
tional Advertising Agency Network, 


Annual convention, 
Retail 
Druggists, Hotel Sherman, Chicago. 
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FOR DISTINGUISHED SERVICE TO ADVERTISING 


Clara Zillessen, Philadelphia, receives the Josephine Snapp Award from the hands 

of Mason Britton at the Monday luncheon, while Alex Dow, Detroit Edison Com- 

pany president, and Edward F. McGrady, RCA director of labor relations, 
look on. 


ACROSS THE TEA TABLE AT SUNDAY PARTY 


In this interesting view, at the women's cocktail party Sunday, are, left to right, 

Mrs. Prudence Allured, Manufacturing Confectioner, Chicago; May Vander Pyl, 

Advertising Letter Service, Detroit; Mary Coffey, Guenther-Bradford & Co., 

Chicago; Edith Ellsworth, AFA vice-president, and Mrs. Leroy Peed, wife of the 
De Soto vice-president, pouring. 


DETROIT WOMEN HOSTS AT PARTY 


At the Sunday cocktail party of Women's Advertising Club of Detroit are: 

Margaret Moriarity, Detroit News; Mrs. Erma Proetz, Gardner Advertising Com- 

pany, St. Louis; Florence Cox, Detroit; Mary Morris, Detroit News; Gilbert T. 

Hodges, New York Sun; Bea Adams, Gardner Advertising Company, and Mrs. 
W. H. Moore, wife of the advertising director of the Detroit News. 


OLD TIMERS HAPPY TO HAVE AFA IN DETROIT 


The Advertising Age cameraman found these "grand old men of Detroit adver- 

tising" sitting in one of the booths in the exhibition hall and mightily pleased at 

the big convention turn-out and the excellent program. They are E. St. Elmo 

Lewis and E. LeRoy Pelletier, two men famous decades ago for their work in 
advertising who are still famous now. 


Miss Tilnsiion | 


is 1937 Winner 
of Snapp Award 


Detroit, June 14.—Clara H. Zilles. 
sen, advertising manager of the Phil. 
adelphia Electric Company, yester. 
day won a niche in advertising’s 
| feminine hall of fame when she was 
| given the Josephine Snapp award fo, 
| 1937, a silver vase presented anny. 
jally by the Women’s Advertisins 
Club of Chicago to the woman mak. 
ing the outstanding contribution to 
advertising during the foregoing 
year. 

Presentation of the award, a fea. 
ture of the opening luncheon of the 
Advertising Federation of Americg 
convention, was made by Mason 
Britton, chairman of the AFA ang 
vice-chairman of the board, McGray. 
Hill Publishing Company, and Edna 
Fitch, Standard Advertising Register, 
retiring president of the club. 

Honorable mentions were awarded 
Marye Dahnke, home economics 4j. 
rector, Kraft-Phenix Cheese Corpora. 
tion, Chicago; May O. Vander Py), 
president, Advertising Letter Service 
Detroit; Mrs. Zola Vincent, adver. 
tising consultant, Associated Groe. 
ery Manufacturers of America, Ney 
York, and Beatrice Adams, Gardner 
Advertising Company, St. Louis. 

Miss Zillessen won the award for 
the Philadelphia Company’s continv. 
ous campaign directed by her jn 
which she likewise performed as 
chief copywriter. It included news. 
paper advertising, broadsides and 
other direct mail copy such as bill 
enclosures, a cook book for use of 
the utility company’s customers and 
poster advertising. 


Work of Winner 


Miss Zillessen has been in com- 
plete charge of the Philadelphia Elec. 
tric Company’s advertising depart- 
ment since 1928, after serving 12 
years as its only copywriter. Her 
prior experience includes a post with 
Frank B. Rae, Jr., Advertising 
Agency, New York, where she did 
editorial work on Electrical Merchan- 
dise. 

The award is a memorial to the 
late Josephine Snapp, of Household 
Magazine, and a former president of 
the Women’s Advertising Club of 
Chicago, who died in 1936. It was 
established last year, with Mary 
Pentland of the Izzard Company, Se- 
attle, as the first winner. 

Judges this year were Mr. Britton, 
Mrs. Lois Hunter, Retail Ledger, 
New York; Frank Braucher, Station 
WOR, New York; Sen. Arthur Cap- 
per, Capper Publications, Topeka. 
and Helen Holby, club contact direc: 
tor of the AFA. 

Following the luncheon, the club 
was host at a reception honoring the 
winners. 


Wright in New Post 


A. E. Wright has been appointed 
manager of sales promotion of Bell 
& Howell Company, Chicago, mant 
facturer of motion picture equipment. 
He was formerly radio director of 
Freitag Advertising Agency, direct 
ing programs of the Pure Oil Com 
pany. 


Ledyard Towle A Avesta 


Capt. H. Ledyard Towle has bee! 
appointed associate designer for 
Pennsylvania’s buildings and & 
hibits at the New York World’s Fait. 
Capt. Towle is director of advertis: 
ing for Pittsburgh Plate Glass Com 
pany. 


Make Your PRINTING 
Pay You a Prorit! 


Money saved means extra profits! 
Burgess Offset-Planography giv 
you quality printing without the 

handicap of high cost. 
pensive engravings, ma 


or lock-up. Save on typesetting. 
too! Whether job is large 
small, you can pe a saving. 
_ Write today for saga of. 
samples and price list. Address 
Dept. D or phone STAte 5980. 


J. A. BURGESS & CO. 


Div. R.C. il. 
73 W. Madison St., * Chicago, 
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NBC EXECUTIVES CONFER WITH DETROITER 
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Snapped at the broadcasters’ departmental are: R. H. White, NBC; Leo Fitz- 


patrick, WJR, Detroit; and Roy C. 


Witmer and Bill Hedges of NBC. 


ject on the air, the stations give his 
opponents equal time to air their 
views.” 

Mr. Kobak laid down this platform 
for radio: 

“1. Tell the public the signifi- 
cance of commercial sponsorship. 

“2. Advertise for listeners through 
the use of radio as well as other 
media. 

“3. Sell time and programs more 
constructively—and don’t forget—the 
sponsor must get results. 

“4. Know more about listening 
habits and listeners’ needs. Develop 
sounder research methods. 

“5. You have earned a three-year 
license period. Fight openly for it. 

“6. Take a broadminded view to- 
ward all other forms of advertising. 

“7, Have tighter censorship than 
a government agency would impose. 

“8. Don’t have a chip on your 
shoulder. First, study the criticism 
and decide whether you are right or 


wrong. If right, fight for your con- 


KOBAK OFFERS 
FIFTEEN-POINT 
RADIO PROGRAM 


Detroit, June 14.—A plan for in- 
dustry action was presented to the 
gales managers’ conference of the 
National Association of Broadcasters 
today by Edgar Kobak, vice-presi- 
dent of Lord & Thomas, New York, 
and former vice-president of National 
Broadcasting Company. He urged 
broadcasters to fight for three-year 
licenses, to oppose infringements on 
free speech, and to impose on their 
sustaining and sponsored programs 
an even stricter censorship than 
would be suggested by the govern- 
ment. 

Mr. Kobak’s address, which con- 
cluded with a 15-point program for 
broadcasting, follows recent indica- 
tions of the plans of the broadcasting 
industry to demand equitable treat- 
ment from the Federal Communica- 
tions Commission and other govern- 
mental bodies. His plan envisages 
constant technical and advertising 
improvements as well as efforts to 
maintain an independent, untram- 
meled industry. 


Controlled by Public 


“Under the American system of 
broadcasting,” said Mr. Kobak, “the 
ultimate control of radio lies in the 
hands of the American people. They 
are the censors. They exercise a 
restraining influence. Their tastes 
influence the style of programs. 

“It is because broadcasters and 
commercial sponsors are constantly 
trying to win and maintain the ap- 
proval of this great censoring body 
—all of the people all of the time— 
that the standard of radio programs 
in the United States has reached a 
higher level than the standards of 
any other country in the world. 

“For, remember, when a govern- 
ment controls a system, the power 
of censorship has been taken out of 
the hands of the people where it be- 
longs. Our people are not helplessly 
exposed to a government using their 
radio tax money for propaganda. 

“Yes, advertising pays. for the 
show. But the show must pay for 
the advertising. The show has to 
be a good show. If it isn’t a good 
show, it isn’t good advertising. And, 
that is why the producer’s first obli- 
gation is to provide fine entertain- 
ment for as many people as possible. 
The fulfillment of this obligation has 
resulted in the many excellent pro- 
srams now available to every owner 
of a radio receiver. 

“From the standpoint of programs, 
it is generally true that the Euro- 
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Special Representation in 
National Field Sought By 
Small Eastern Daily. 

Consideration given to 
young men with low over- 
head, and small present list. 
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other countries. 

“Under our system we are trying 
to develop a balanced radio diet. On 
the networks, only 30 per cent of the 
time is sponsored; 70 per cent is 
sustaining. The percentage of sus- 
taining to sponsored time varies in 
the more than 700 licensed radio sta- 
tions. I doubt whether more than a 
few stations devote more of their 
time to commercial programs than 
to sustaining. Advertising pays for 
sustaining time—features and news 
in radio. Advertising also pays for 
the editorial and news material in 
most publications. Whether the ad- 
vertising pays in any of these media 
depends on its timeliness and suc- 
cessful sales appeal. 

“Each of these media is subject to 
censorship by the people. The cen- 
sorship in the case of publications is 
expressed by their circulations. Peo- 
ple pay to read the publication they 
want to read. If they dislike its 
editorial matter or its policies, they 
stop buying. Radio censorship—the 
most direct form—expresses itself in 
turning the dial. There is this one 
great difference, though. Seldom 
will people stop buying a publication 
because they dislike its advertising. 
But listeners will turn off programs 
if they dislike the advertising. 

‘Many newspapers and magazines 
have found it worth while to exer- 
cise control of advertising, to the ex- 
tent that they refuse any that is 
misleading or of questionable taste. 
So have most radio stations. But 
control by stations must go even 
further, over both commercial and 
sustaining content, because of the 
unique nature of the business. Radio 
goes into the homes as an invited 
guest. The eye can skip over any- 
thing printed that is boring or ques- 
tionable, but the questionable phrase 
once heard cannot be deleted.” 


Competition Is Essential 


Mr. Kobak said that newspapers 
maintain expensive news-gathering 
organizations because it is the only 
way in which they can sift the facts. 
Competition is the life of the news- 
paper business, he said, adding: 

“To suggest that broadcasters 
should get all their news, their pro- 
grams, from one central govern- 
mental bureau; that all receiving 
sets should be bought from govern- 
ment licensed manufacturers and 
taxed to pay for the programs, would 
be equivalent to abolishing the free- 
dom of the press for radio. It would 
be—not governmental regulation, 
which we now have, but govern- 
mental monopoly and autocracy. 

“So far radio has kept free from 
propaganda. As long as radio pre- 
sents more than one side it is not 
dabbling in propaganda. Where else, 
than in America, could you find the 
‘Town Meeting of the Air,’ with dis- 
cussions and debates on every sub- 
ject of current interest carried on 
by men of divergent views from the 
same platform? 

“America is the one country where 
you can literally ‘air’ all sides of a 
question. And we do it. When one 
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speaker starts a controversial sub- 


pean or tax-supported system of | Victions; if wrong, admit the faults, 
broadcasting provides its listeners |C°'Tect them, and then be sure to 
with what the government regards 
as best for them to hear. The aver- 
age listener has little or no voice in 
the selection of material, except 
where he ‘bootlegs’ programs from 


publicize the correction. 

“9. You are the key to the future. 
What you sell and allow to go on 
the air can make or break the pres- 
ent system. 

“10. Don’t misuse the confidence 
the public has in you. 


HOUSTON DELEGATION 


Three delegates from Houston are: Ray 

Bright, KTRH, vice-president of the Hous- 

ton Ad Club; Bob Dundas, Foley Bros. 

Dry Goods Company, president of the 

club; and Mallory McDonald, Missouri 

Pacific Railroad, former governor of the 
10th District, AFA. 


opposition. Self-improvement is the 
answer. 

“12, Demand constructive help 
from the Federal Communications 
Commission and any other group 
that has a sincere interest in the 
future of broadcasting. 

“13. Study the systems of other 
countries and be willing to try out 


grew fast because people were open- 
minded in the beginning. 

“14. Have the courage to improve, 
to clean up, and then fight hard, and 
clean, when you know that you are 
in the right. 

“15. Keep up the pioneering spirit 
—the spirit of adventure.” 


Plans Television Show 


National Broadcasting Company 
has announced plans for America’s 
first permanent television exhibit, a 
complete unit of Iconoscope camera, 
chain and receivers for demonstra- 
tion to Radio City visitors. The ex- 
hibit will probably be opened to the 
public late this summer, when essen- 
tial devices of the system will be 
revealed to public inspection for the 
first time. 


Ritter Moves 


P. J. Ritter Company, Bridgeton, 
N. J., has moved its New York office 
to International bldg. Paul Ritter 
will assume charge of the Ritter 
Company’s private label business in 
the Metropolitan area. Sale of Ritter 
labeled products will be handled by 
Paton Corporation. 


Calhoun Promoted 
Dan Calhoun, formerly of the 
scenario group of Jam Handy Organ- 
ization, Detroit, has been appointed 


won’t improve it or necessarily stop 


“11. Speeches about our system|the best part of any other system.|to the executive creative contact 
Be open to new ideas. Broadcasting | staff. 


Saluting the 


EGINNING with the July issue of 

HOSPITAL MANAGEMENT 

a remarkable new feature — 
“Saluting the Great Hospitals of 
America’’—will be instituted. 


This idea will include the presenta- 
tion in each issue of the “‘life story” 
of some great hospital, which in 
prestige and service is outstanding in 
the United States. Its plant, organiza- 
tion and personnel will be described, 
but, more important, its basic philos- 
ophy and policies, the things which 
have made it great, will be defined in 
authoritative style. 


Thus the articles will be not only 
factual but inspirational. 


The first in this series, to appear in 
July, will tell the story of Presbyter- 
ian Hospital of Chicago, which has 
just celebrated its fifty-fourth anni- 
versary, during which it received the 
plaudits of the entire city. Its his- 
tory and development will be out- 
lined, its methods detailed, and its 
great plant and equipment described. 
And the spirit of the institution will 
be revealed, because in its ideals as 


Great Hospitals of America 


well as its methods is to be found the 
secret of its great success and pres- 
tige. 


Every executive officer, department 
head, trustee and staff member of 
Presbyterian will receive a copy of 
this issue. The material is being pre- 
pared with the personal co-operation 
and supervision of Asa S. Bacon, 
famous for more than a quarter of a 
century as the administrative head 
of this great institution. A past pres- 
ident of the American Hospital As- 
sociation, he is known and loved 
wherever hospital people gather. 


These articles will be mile-stones in 
the history of hospital publishing— 
a recognition of achievement all too 
seldom given to the men and women 
whose untiring efforts have given 
America the greatest hospital system 
in the world. 


If you should like to join in this 
salute to a great American hospital, 
and others to follow, send your copy 
now for inclusion in the July issue, 
closing July 2! 


Hospital Management 


The National Magazine of Hospital Administration 


’ 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York (jy y 
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HOWARD WEEKS 
NEW PRESIDENT 
OF UTILITIES 


Winners Picked in Better 
Copy Contest 


Detroit, June 15.—The Public Util- | 
ities Advertising Association, closed | 
its convention here yesterday with 
election of Howard Weeks, Consoli- 
dated Edison Company, New York, 
as president; announcement of win- 
ners in the 1937 Better Copy Contest, 
and a discussion of employe maga- 
zines, trade characters and copy test- 
ing. ; 

Other new officers of the PUAA are 
Keith Hartzell, Lake Shore Electric 
Railway Company, Chicago, first vice- 
president; H. J. Rowe, Iowa Electric 
Light and Power Company, second 
vice-president; Al Joy, Pacific Gas & 
Electric Company, San Francisco, 
third vice-president; Thomas Spain, 
Public Service Electric & Gas Com- 
pany, Newark, treasurer, and H. W. 
Alcott, Daniel Starch & Staff, re- 
elected secretary. 

Those addressing convention ses- 
sions of this group included Henry 
Obermeyer, Consolidated Edison Com- 
pany; T. F. Gessner, Detroit Edison 
Company; Fred Toy, Cincinnati Gas 
& Electric Company, and C. E. 
Hooper of C. E. Hooper, Inc., New 
York. 


Discuss Trade Characters 


Mr. Obermeyer, in a discussion of 
the use of trade characters and slo- 
gans, asserted that the development 
of these two elements did not mean 
that the advertising manager could 
immediately go off on a vacation. 

Once in a while trade characters, 
intelligently used, do a good job, he 
said, “but if you must use your 
character in every advertisement, 
keep him in the logotype, where he 
will hibernate comfortably, until you 
are ready to bring him to life for 
some appropriate purpose. 

“The objection to sloganeering or 
word coining,” he declared, “is the 
same as the objection to the third 
degree—once let a group of human 
beings get the idea that a formula 
or short cut can be used and all 
intelligent effort ceases.” 

The consensus of the discussion by 
other experts on employe magazines, 
neighborhood newspapers and foreign 
language papers was that in many 
cases these media are important and 
worth while, but that care must be 
exercised to prevent many of them 
from obtaining advertising from util- 


ities under false pretenses. 
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PUBLIC SERVERS SWAP INSIDE DOPE 
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Public Utilities members attending the Sunday party included Fred J. Hatch, 
publicity director, Wisconsin Public Service Corporation; Al Joy, advertising 
manager, Pacific Gas & Electric Company, San Francisco; W. H. Hodge, adver- 
tising and sales manager, Public Utility Engineering & Service Corporation, 
Chicago, and AFA director; Dale Remington, advertising manager, Wisconsin 
Public Service, and first prize winner in the Better Copy Contest; P. D. Lewis, 
advertising manager, Laclede Gas Light Company, St. Louis; and H. J. Rowe, 
advertising manager, Arrow Electric & Power Company, Cedar Rapids, la. 


Mr. Hooper explained, with charts 
and examples, the value of copy test- 
ing, the techniques involved, and the 
results obtained, emphasizing that 
the money spent on testing, which 
should come out of the appropriation 
rather than out of agency commis- 
sions, could easily pay enormous divi- 
dends in more effective and therefore 
more economical advertising. 

The remainder of the session was 
devoted principally to reports of the 
advertising budget survey commit- 
tee, headed by C. W. Tennant, West- 
ern United Gas & Electric Company, 
Aurora, Ill.; advertising exchange 
committee, headed by E. F. Gard- 
iner; the membership committee, 
headed by Mr. Obermeyer; costs and 
results committee, headed by Clara 
Zillessen; and the better copy con- 
test committee, headed by H. J. Rowe. 

Following is a list of the awards 
in the Better Copy Contest: 


Classification No. 1—load building, 
newspaper advertising (electric com- 
panies)—Premier Award: Hartford 
Electric Light Company. Award of 
Excellence: Carolina Power and 
Light Company. Award of Excel- 
lence: Commonwealth Edison Com- 
pany. 

Classification No. 2-—public rela- 
tions newspaper advertising (electric 
companies )—-Premier Award: Pacific 
Gas and Electric Company. Award 
of Excellence: Wisconsin Public Serv- 


ice Corporation. Award of Excel- 
lence: Public Service Company of 
Northern Illinois. 

Classification No. 3—merchandise 


newspaper advertising (electric com- 
panies) — Premier Award: Florida 
Power and Light Company. Award 
of Excellence: Rochester Gas and 
Electric Corporation. Award of Ex- 
cellence: Consolidated Edison Com- 
pany. 

Classification No. 4—load building 
newspaper advertising (gas compa- 
nies)—Premier Award: The People’s 
Gas, Light & Coke Company. Award 
of Excellence: Philadelphia Gas 


Works Company. Award of Excel- 
lence: Niagara Hudson Public Serv- 
ice Company. 

Classification No. 5—public rela- 
tions newspaper advertising (gas 
companies)—Premier Award: The 
People’s Gas, Light & Coke Company. 
Award of Excellence: New Orleans 
Public Service, Inc. Award of Ex- 
cellence: Public Service Company of 
Northern Illinois. 

Classification No. 6 
newspaper advertising 
nies)—Premier Award: Consolidated 
Edison Company. Award of Excel- 
lence: Rochester Gas & Electric Cor- 
poration. Award of Excellence: Gas 
and Electric Shops, Cincinnati. 

Classificatton No. 1-R—load build- 
ing newspaper advertising (electric 
companies )—Award of Merit: Geor- 
gia Power Company. 

Classification No, 2-R—public rela- 
tions newspaper advertising (electric 
companies)—Award of Merit: Brit- 
ish Columbia Electric Railway Com- 
pany, Ltd. 

Classification No, J-R— merchan- 
dise newspaper advertising (electric 
companies )—Award of Merit: Public 
Service Company of Northern Illi- 
nois. 

Classification No. 4-R—load build- 
ing newspaper advertising (gas com- 
panies )—Award of Merit: Texas Cit- 
ies Gas Company. 

Classification No. 5-R—public rela- 
tions newspaper advertising (gas 
companies)—-Award of Merit: The 
Cincinnati Gas & Electric Company. 

Classificarcion No. 6-R—merchan- 
dise newspaper advertising (gas com- 
panies )—Award of Merit: Milwaukee 
Gas & Light Company. 

Classification No. 7—newspaper 
advertising to increase business 
(transportation companies )—Premier 
Award: New Orleans Public Service, 
Inc. Award of Excellence: San An- 
tonio Publie Service Company. Award 
of Excellence: Chicago Rapid Transit 
Company. 

Classification 


-merchandise 
(gas compa- 


No, S8—public rela- 


tions newspaper advertising (for 
transportation companies )—Premier 
Award: Wisconsin Public Service 
Corporation. Award of Excellence: 
The C. N. and C. Railway Company, 
Covington, Ky. Award of Excellence: 
Chicago Surface Lines. 
Classification No. 9—employe mag- 
azine—Premier Award: Detroit Edi- 
son Company. Award of Excellence: 
Consolidated Edison Company. Award 
of Excellence: The Philadelphia Com- 
pany (Pittsburgh). 

Classification No. 10 — employe 
newspapers—Premier Award: Cincin- 
nati Gas & Electric Company. Award 
of Excellence: Florida Power and 
Light Company. Award of Excel- 
lence: Georgia Power Company. 
Classification No. 11—bill enclos- 
ures, customer publications, envelope 
and package inserts (for public util- 
ity companies )—Premier Award: Bos- 
ton Edison Company. Award of Ex- 
cellence: Commonwealth Edison Com- 
pany, Chicago. 

Classification No. 12—direct mail 
advertising (for public utility com- 
panies)—Premier Award: Georgia 
Power Company. Award of Excel- 
lence: Pacific Gas & Electric Com- 
pany. 

Classification No. 13—window or 
inside display (for electric compa- 
nies) — Premier Award: Cincinnati 
Gas & Electric Company. Award of 
Excellence: Consolidated Edison Com- 
pany. Award of Excellence: Roches- 
ter Gas & Electric Corporation. Hon- 


orable Mention: Buffalo Niagara 
Electric Corporation. 
Classification No. 14—window or 


inside display (for gas companies )— 
Premier Award: Southern California 
Gas Company. Award of Excellence: 
Philadelphia Gas Works Company. 
Award of Excellence: Consolidated 
Edison Company. Honorable Men- 
tion: The Laclede Gas Company. 
Classification No. 15—poster adver- 
tising (all public utility companies) 
—Premier Award: Boston Edison 
Company. Award of Excellence: 
Commonwealth Edison Company. 
Award of Excellence: The People’s 
Gas, Light and Coke Company. Hon- 
orable Mention: British Columbia 
Electric Railway Company, Ltd. 
Classification No. 16—radio adver- 
tising (all public utility companies) 
—Premier Award: Southern Cali- 
fornia Edison Company. 


Ivey’s Agency 
Takes Offices 
on 21st Floor 


Philadelphia, June 17.—Neal D. 
Ivey, who resigned as vice-president 
and secretary, McKee, Albright & 
Ivey, last week to establish his own 
agency, with Bayuk Cigars, Inc., as 
his only account, but one which will 
suffice for the moment, in view of 
its $1,000,000 appropriation, has tak- 
en quarters on the 21st floor of the 
Girard Trust building, just three 
floors below his old agency, which 
will shortly revert to its old name 
of McKee & Albright. 

The name of the agency will be 
Ivey & Ellington. Mr. Ivey said a 
New York office will be established in 
the near future. 


Retail Copy 
of Newspapers 
Given. Awards 


Detroit, June 14.—Evidence of the 
merchandising talent possessed py 
newspapers throughout the country 
was displayed here this week by the 
Newspaper Advertising Executives 
Association when several hundre, 
specimens of productive campaigns 
created for retail advertisers wer, 
exhibited at the Book-Cadillac Hote 
In connection with the opening 9; 
the exhibit C. E. Phillips, Rockfor; 
Star and Register-Republic, in charge 
of this activity, announced that 4 
entries had been received from 4) 
different papers in the association’ 
annual contest. Winners were ge. 
lected as follows: 

Cities under 25,000 population: 
First prize, $25, to Jack A. Fritzlep, 
Dixon (Ill.) Evening Telegraph; 
second, $15, to J. W. Polkinghorn, 
Dodge City (Kan.) Globe; third, $19, 
to George Lynott, Muscatine (Ia, 
Journal and News Tribune. Honor. 
able mention to: Beloit (Wis.) Daily 
News; Manitowoc (Wis.) Herali. 
Times ; Geneva (N. Y.) Daily Times: 
Ft. Collins (Col.) Express-Courier: 
Marion (Ind.) Chronicle. 

Cities 25,000 to 100,000: First, C. y, 
Wondergen, Sheboygan ( Wis.) Press: 
second, Phoenix (Ariz.) Republic and 
zette; third, George McCollister, 
Cedar Rapids Gazette. Cash prizes 
same as above. Honorable mention: 
Atlantic City Press and Union; Troy 
Record; Mt. Vernon (N. Y.) Daily 
Argus ; Woonsocket (R. I.) Call; Du. 
buque Telegraph Herald; Schenee- 
tady Union-Star; Hammond (Ind) 
Times; Clinton Herald; Allentown 
(Pa.) Morning Call; Alton (IIL) 
Telegraph; Rockford (Ill.) Star and 
Register-Republic; Bay City (Mich.) 
Times; Jackson (Mich.) Citizen Pa- 
triot; Moline (Ill.) Dispatch; Plain- 
field (N. J.) Courier-News; Pough- 
keepsie (N. Y.) Star and Enterprise; 
Racine (Wis.) Journal-Times; Roa- 
noke (Va.) Times; Lancaster (Pa.) 
New Era; Springfield (Ill.) Star 
Journal; Fargo (N. D.) Forum; Lex- 
ington (Ky.) Herald and Leader; 
Elkhart (Ind.) Truth; Portsmouth 
(O.) Times; St. Petersburg (Fla.) 
Times. 

Cities over 100,000: First, Mrs. Ed- 
wina Fredrichs, New Orleans Times- 
Picayune; second, W. C. Schroeder, 
Milwaukee Journal; third, L. S. Huff- 
man, Canton (0O.) Repository. All 
cash prizes same as above. Honor- 
able mention: Washington Post; Al 
bany Knickerbocker News; Indian- 
apolis News; New Orleans Item; St. 
Louis Post-Dispatch; Dayton News; 
Worcester Telegram and Gazette; 
Akron Beacon Journal; Toronto 
Star; Chicago Tribune; Detroit 
News; Peoria Journal-Transcript: 
Hartford Courant; Cleveland Plain 
Dealer; Cleveland News; Spokane 
Spokesman-Review; Bangor (Me.) 
Daily News; Cincinnati Enquirer; 
Omaha World-Herald; Kansas City 
Journal-Post ; Christian Science Mon 
itor. 


Rohrabaugh Resigned Too 


McKee & Albright has had consid- 
erable internal difficulty in recent 
years, in harmony with the history 
of agencies with large accounts. 

C. M. Rohrabaugh resigned a short 
time ago to form the new advertising 
agency of Rohrabaugh & Gibson, with 
the account of Wheatena Corpora- 
tion, Rahway, N. J., as its mainstay. 
Mr. Rohrabaugh handled this ac- 
count during his tenure with McKee 
& Albright. 


Joins Baltimore Agency 

Clinton D. Carr has joined Van 
Sant, Dugdale & Co., Baltimore, as 
traffic and production manager. He 
was formerly with Calkins & Holden, 
New York, and McKee, Albright & 
Ivey, Philadelphia. ; 


Names Moser & Cotins 


Bacmo Postman Corporation, New 
York, maker of gloves, has named 
Moser & Cotins, Inc., to direct its ad- 
vertising. Trade papers and direct 
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ADVERTISING AGE 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): % in., 
Write for descriptive folder describing discounts for term 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


2.75; 1 to 3 in., 


—_— 
=—— 


HELP WANTED 


POSITIONS WANTED 


4 manufacturer of a food item in a 
midwestern city is desirous of inter- 
esting an advertising and sales pro- 
motion manager who is willing or can 
influence an additional 25,000 dollars 
to put in the business. Public ac- 
ceptance of the merchandise is 
proven by the orders sent in from all 
parts of the United States without 
any advertising having been done on 
same so far. 

Box 1461, ADVERTISING AGE, Chgo. 


ACCOUNT EXECUTIVES, Growing 
agency has a very attractive propo- 
sition to offer an account executive. 
Splendid opportunity to make more 
money and later become part owner. 
All replies strictly confidential. 

Box 1468, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 
ARTIST 


Versatile. Layout, lettering design. 
Photo retouching color, black and 
white. Pen & Ink. Prefer associa- 


tion studio or free lance group. 
Box 1464, ADVERTISING AGE, Chgo. 


ARTIST-ART DIRECTOR 
Now employed. Layouts, lettering, 
finishes. Thorough knowledge pho- 
tography, engraving. 
Box 1463, ADVERTISING AGE, Chgo. 


Copy, layout man, 23, college. 
stage experience. 


Radio, 
Agency clerk 1 yr. 
3% yrs. direct mail and sales (present 
job), References, Seeks agency open- 
m 


Box 1467, ADVERTISING AGE, N. Y. 


Advertising copywriter — young 
woman, 10 yrs. ret. exp.; lyr. dir. 
mail. Now head copywriter large 
Chgo,. store. Uses x-ray methods on 
material to be advertised and can 


make words stand on their heads and 

turn cartwheels. Knowledge of lay- 

out and typography. 

Box 1462, ADVERTISING AGE, Chgo. 
ADVERTISING SALESMAN 


Trade Paper Publishers, General Mag- 
azine Publishers. Looking for New 
York advertising representation? Ex- 
perienced salesman seeks new con- 


nection. 
ADVERTISING 


Box 1466, 
MISCELLANEOUS 
HOUSE ORGAN EDITORS! 


Is your house organ facing suspension 
on recession budget? Get prices on 
Photo - Offset process. You'll save 
enough to pay your salary and more. 
No typesetting and engravings costs! 
Reproduces anything printed, includ- 
ing halftones without additional ex- 
pense. 
SMALL editions no penalty! 

300 COPIES (size 8%x11"”) $2.50 
Additional hundred copies only 25c 
Lower prices for larger orders. 
All sizes available. Samples on request 
Laurel Process, 480 Canal St., N. Y¥. C. 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 
or profession, 

GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio 


AGE, N. Y. 


TWO PLEAS FOR 
PEACE TENDERED 
10 ADVERTISERS 


Detroit, June 15.—Featured in the 
industrial departmental at the AFA 
convention yesterday was Donald R. 
Richberg, industrial co-ordinator and 
former NRA administrator, whose 
address on “Team Work for Pros- 
perity” was broadcast over CKLW 
and the Mutual Broadcasting Sys- 
tem. Mr. Richberg made a plea for 
business, labor and government to 
cease their futile warfare and launch 
a program for peaceful progress. 

“We need no more political parties, 
ho deeper divisions of opinion, and 
ho more violence of opposition than 
We have today,” he declared. “What 
we do urgently need is to consolidate 
the power of all the people, regard- 
less of party, creed or class, who 
Want an opportunity to work to- 
gether, to unite them in a League 
tor Peaceful Progress for a national 
drive against the bullies and the 
towdies in public and private life 
who are dividing the American peo- 
ble into warring classes when the 
verwhelming majority of them want 
‘0 live and work in peace.” 


Labor Looks at Progress 


Organized labor’s viewpoint of the 
present economic’ situation was 
voiced by Lewis G. Hines, director 
of organization, American Federation 
of Labor, who spoke on “Progress as 
Viewed by Labor.” Mr. Hines hit at 
- displacement of man power by 
the machine and the introduction of 
speed-up systems which, he asserted, 
lave brought into our economic life 
a1 element that ignores and discards 
the skill that workers have developed 
over many years. 

_“We propose that where workers 
‘re eliminated from industry through 
the introduction of machinery, the 
hours of labor’ must be shortened; 


we propose that in those industries 
where the machine replaces. the 
handicraft workers the  purchas- 
ing power of the workers must be 
kept at a high level through the in- 
crease of wages,” he said. 

“It is our contention that the real 
remedies for our problems can be ap- 
plied effectively by co-operation be- 
tween labor and industry, and this 
is more important than anything gov- 
ernment can do to promote industrial 
recovery.” 

The meeting was presided over by 
E. C. Howell, advertising manager, 
Carboloy Company, Detroit, and the 
speakers were introduced by J. H. 
Van Deventer, editor, The Iron Age. 


Nominate Beck as 


Legion Commander 


Herbert H. Beck, Hearst Interna- 
tional Advertising service, was nom- 
inated for commander of Chicago 
Post 170, American Legion, June 13. 
Mr. Beck will succeed A. G. Ensrud, 
J. Walter Thompson Company, if 
elected at the annual meeting June 
27. E. M. Roscher, St. Louis Post- 
Dispatch, chairman of the nominat- 
ing committee, also put the following 
on the slate: 

First vice-commander, Jerry Wroe, 
This Week; second vice-commander, 
Otis Beeman, Aubrey, Moore & Wal- 
lace; third vice-commander, F. J. 
Crowell, George A. McDevitt Com- 
pany; treasurer, John T. Balkam; 
assistant treasurer, Gordon Smith, 
Republic Coal & Coke Company; ad- 
jutant, Hal C. Wright, International 
Harvester Company. New directors 
will be Salem N. Baskin, Salem N. 
Baskin Advertising Agency; A. B. 
Peck, J. C. Billingslea Company, and 
Messrs. Roscher, Craig and Ensrud. 


Heads Reo Export 


Frank N. Morgan, general sales 
manager of the Reo Motor Car Com- 
pany, Lansing, Mich., has been named 
president of Reo Sales Corporation, 
exporting division. A. L. Struble has 
been appointed assistant to Mr. Mor- 
gan. 


Agency Adds Heck 


Carl Heck, designer of home fur- 
nishings and decoration, has joined 
Bermingham, Castleman & Pierce, 


Inc., New York, as account executive. 


GROUCHO MARX 
CALLS THE TURN 
ON ADVERTISING 


Detroit, Mich., June 15.—One of 
the most sparkling and original ad- 
dresses ever heard at an advertis- 
ing convention was that of Roy S. 
Durstine, president of Batten, Bar- 
ton, Durstine & Osborn, New York, 
who not only spoke on “Advertising 
Must Put on a Good Show,” but 
proceeded to demonstrate the idea 
in his address at the closing lunch- 
eon of the AFA convention here to- 
day. 

He devoted considerable time to 
radio advertising, and by means of 
a World Broadcasting System tran- 
scription series, injected a burlesque 
of some of the faults of broadcast- 
ing, as integral parts of his talk. 
Nor did he spare the publishers, his 
summary of trends in magazine 
publishing combining frankness 
with humor. 

“Radio is perhaps the most dra- 
matic application of showmanship 
to business,” he said, “but it is only 
one example of the quickened 
tempo of today. Nobody has time 
for a bore. Business has to be in- 
teresting. It has to be exciting. 
And even if there had been no such 
thing as radio, showmanship would 
have been applied to business over 
the past decade. 


Marx Points Way 


“The stepped-up pace of life to- 
day clamored for it. Groucho Marx 
once explained his fondness for 
tabloids by saying, ‘I want to see 


what I read.’ That was a great 
philosophical observation. It 
summed up a national trend. 


Whether we like it or not, masses 
of people today can be influenced 
only by the dramatic, the exciting, 
the graphic, the simple smash.” 

In suggesting that media men 
have gone dramatic with their pro- 
motion in a big way, Mr. Durstine 
explained: 

“When a_ publisher wanted to 
promote his magazine or news- 
papers, not so many years ago, he 
used to get out a circular letter, or 
if he was feeling very daring that 
day, he would print a small folder 
in aS many as two colors. Today 
we are in what may be termed the 
Hardware, Notions, Pet Shop and 
Groceries era of publication promo- 
tion. 

“It’s a poor day in the life of an 
agency executive if he doesn’t get 
a hammer, a horn and a magnet, a 
parlor game or a box of candy, a 
homing pigeon or a_ package of 
cheese.” 

Mr. Durstine summarized the nu- 
merous changes which have taken 
place in the magazine field in the 
past few years by saying, “Some 
used the showmanship of legitimate 
drama, some the gaiety of the musi- 
cal comedy chorus. Some leaned 
toward the technique of the bur- 
lesque house or even the lowly peep 
show. A lot of people got indignant 
and talked about liberty and li- 
cense. One publisher got himself 
arrested and acquitted on the issue 
of freedom of the press, and a good 
time was had by all. 

“The net of it will probably be 
that the stupid ones will dry up, as 
stupid shows always do, and the 
good ones will prosper.” 

The change in the agency situa- 
tion was described thus: 

“Not so many years ago it was 
an innovation for an advertising 
man to attend a sales meeting to 
deliver a few brief remarks about 
the coming campaign. If he brought 
some charts he was a wow. Today 
the presentation is a two-act musi- 
cal show with dialogue, original hit 
numbers, a carload of scenery and 
a couple of buses filled with come- 
dians and chorines. 

“A newspaper used to be a news- 
paper and a magazine a magazine. 
Today a newspaper can be anything 
from a picture pamphlet to a col- 
ored supplement which calls itself 
a magazine: and a magazine can 
fill itself with hot news and have 


NAEA SESSION HAS 


Roger M. Reynolds, advertising manager, Indianapolis News; Frank E. Westcott, 
Gary Post-Tribune; Herman Diehl, Montreal Star; William Wallace, Toronto 
Daily Star; H. R. Le Poidevin, Racine Journal-Times, pause for a photo before 

the NAEA opening session. 


INTERNATIONAL FLAVOR 


a shorter closing date than the roto- 
gravure sections of the newspapers. 
It’s very confusing. 

“When a copywriter comes down 
to work these days, he doesn’t know 
whether he’s going to write a one- 
inch ad for a tabloid or a mile-high 
word for a sky-writer. He may be 
asked to produce copy for the in- 
side of a taxicab or the outside of 
an express truck. He’s writing news 
headlines for magazines and radio 
gags for comic strips and black-outs 
for. radio.” 

In a more serious vein, Mr. Dur- 
stine suggested the application of 
more exact measuring-sticks to 
radio. 

“In all this headlong development 
of showmanship,” he said, “some 
times we must dig in our heels and 
refuse to be carried along by the 
dangerous undertow. Let’s realize 
that just because some advertisers 
go haywire occasionally, and run up 
the prices of radio talent by offering 
anything anybody demands, it 
doesn’t mean that these ridiculous 
figures make sense. Let’s see what 
we are getting by applying the 
same kind of measuring rods to ra- 
dio that we would to any other me- 
dium. 


Analyzing the Results 


“The cost per thousand sets tuned 
in is as good a measure as any. 
Each of us can apply it to his own 
shows, and by some pretty accurate 
guesswork can get a similiar figure 
for the competing shows on opposite 
networks. Especially on some of 
the big-name shows the results of 
these cold-blooded analyses” are 
very revealing. 

“It’s only extending to radio the 
technique that we use every day 
in tests by consumer juries, tests 
by coupons or buried offers and all 
the other 14 or 15 ways of measur- 
ing the effectiveness of advertising.” 

New conditions have demanded 
new techniques, and advertising has 
been developing them. 

“In advertising,” he said, “the 
quickened pace when we really got 
into the depression and the result- 
ing urge of competitive necessity 
between individuals, agencies and 
media owners resulted in waves of 
the most unpleasant copy which has 
ever been set before a_ puzzled 
American public. That was natural. 
That was the easiest way. It’s 
always easier to use profanity than 
to turn a skilful phrase. 


Net Gain “Terrific” 


“But, shouldering its way toward 
results with main strength and 
sheer awkwardness, advertising de- 
veloped an astonishing number of 
new techniques. We have gone a 
long way from the old formula of 
a picture, a headline and a block of 
copy. Bad as some of the interme- 
diate stuff was, the net gain has 
been terrific, and if we don’t all get 
too prosperous too soon again, the 
pent-up momentum will carry adver- 
tising on to new highs in interest 
and showmanship which cannot fail 
to register important figures in the 
balance sheets of advertisers.” 

Besides cleaning up bad advertis- 
ing through voluntary effort, adver- 
tisers today have the added job of 
explaining business to the public, 
said Mr. Durstine. 

“That much abused function 
called public relations,” he _ ex- 
plained, “which now bids fair to 


cover as much territory as the 
threadbare word, ‘institutional,’ of- 
fers advertising one of its most 
inviting challenges. It must use the 
channels which will reach down to 
the millions, especially radio and 
the foreign language press for those 
who read no English, and motion 
pictures for those who cannot under- 
stand our language and cannot 
easily read their own. If business 
fails to fight fire with fire, it will 
be losing by default its greatest 
opportunity to tell its story before 
it is too late.” 

Discussing commercials in radio, 
Mr. Durstine said that there is an 
increasing number of evidences that 
ingenuity in new forms can be ap- 
plied to commercials, though it is 
here that the greatest progress 
must be expected. A day is coming, 
he asserted, “when the greatest. en- 
tertainment will fail to entertain 
if we bore them at the finish.” To 
overcome this, a radio department 
should be thought of as just an- 
other art department working with 
the copy brains in their appeal to 
the ear instead of the eye. 


Te aye ees eg 
IF YOU LIKE 
LUXURY 


YOULL LIKE THE 


LEXINGTON 


On your next trip to New 
York, stop at the smart 
Hotel Lexington. Every 
room is outside, with com- 
bination tub and shower, 
radio, cireulating ice water 
and full-length mirror. 
Four great restaurants. 


Just a minute from Grand 
Central Station ...a block 
from Park Avenue. 


‘DINE + DANCE « ROMANCE 
IN THE BEAUTIFUL 


| | ee y 
An enchanting tropical setting 
that has “taken New York by 


storm.” Hawaiian dance music 
and entertainment, nightly. 


OTEL 
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DEVELOPMENT OF 
PROGRAMS HELD 
VITAL TO RADIO 


Detroit, June 14.—Program devel- 
opment is the most important thing 
in radio, Dr. Herman Hettinger, 
Wharton School of Finance and 
Commerce, Philadelphia, told the 
sales managers’ conference of the 
National Association of Broadcasters 
today. The meeting was held in 
conjunction with the convention of 
the AFA. 

The program determines the audi- 
ence, he pointed out, and because of 
this many so-called secondary sta- 
tions often offer among the best buys 
of radio, even though advertisers 
continue: to think more of power 
than of coverage. Radio stations 
must learn to sell programs rather 
than time, he asserted. 


Measuring the Audience 


There are three different methods 
of measuring audiences, he said: 
one, the potential, based on signal 
strength; two, habitual, and three, 
the actual audience delivered in pro- 
portion to the attractiveness of the 
individual program. He gave exam- 
ples of supposedly unimportant sta- 
tions in metropolitan areas which 
capture the lion’s share of the avail- 
able audience at certain hours be- 
cause of the popularity of individual 
programs. 

The big opportunity in radio, he 
said, especially for the independent 
station, is the development of tested 
programs, either by the station itself 
or advertising agencies which are 
equipped to do this type of work. 
There aren’t as many of these as in 
other fields, he said, but the number 
is growing. 

Lowell Thomas, famous news com- 
mentator and president of the New 
York Advertising Club, made the 
first address, by transcription piped 
over to the convention from WJR. 
He suggested that commercials be 
made more entertaining, pointing 
out that direct sales talk is very 
likely not to fall in this category. 


Summer Listening Up 


Roy C. Witmer, vice-president in 
charge of sales of National Broad- 
casting Company, New York, said 
that due to increased signal strength 
of stations and improvement in 
receiving sets, listening to the radio 
is just as entertaining in the summer 
months as at any other time of the 
year. Each year the volume of radio 
advertising used during the summer 
has increased. The more than 5,000,- 
000 automobile sets are used con- 
stantly in the summer, and there is 
no reason why radio should have a 
seasonal let-down in hot weather. 

Paul Blakemore, president of the 
Coolidge Advertising Agency, Des 
Moines, told of his experiences in 
helping advertisers with moderate 
budgets to make a dent in listener 
consciousness. Merchandising aids 


ELECTROTYPE 


CINCINNATI 


Branch Plants or Offices 


Atlantic Electrotype & 
Stereotype Co., 
228 E. 45th St., New York 


Northern Electrotype Company 
4) Burroughs Avenue, Detroit 


Hoffschneider Bros. 
500 Howard St., San Francisco 


Philadelphia Mat & Plate Co. 
243 N. Juniper St., Philadelphia 


Chicago, 400 North Michigan 
Ave. (Wrigley Bldg.) 


Atlanta, Rhodes Haverty Bldg., 
134 Peachtree Street 


WORLD'S LARGEST MAKERS 
OF ADVERTISING PLATES 


Retail Linage 
Down 10.6% for 
First 6 Months 


Chicago, June 17.—Volume of re- 
tail display advertising placed by 
retailers for this year through June 
11, was 10.6 per cent below the cor- 
responding period of last year, 
according to the ADVERTISING AGE 
Index of Retail Activity. 

A total of 442,581,800 lines was 
shown for the 80 important cities 
included in this Index, 52,332,385 
lines less than the 494,914,185 total 
established for the comparable period 
of last year. Compared with 1936, 
this year shows a loss of 4.9 per cent. 

In the seven-day period ended with 
the date reported, the measured 
cities showed a total of 19,268,487 
lines compared with 22,631,718 lines 
for the corresponding week of 1937, 
a loss of 3,363,231 lines or 14.9 per 
cent, 

Percentage of gain or loss for each 


weekly period of this year over 1937 
is shown in the table following: 

a Serer rrrr ree rs Pree — 0.8 
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DEE 6ic.00 sede koneeedoeeus — 5.1 
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DN OE oGsdwhs bike edeueeen ey — 7.4 
EE a is ae abnene ede — 7.7 
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CE, oo ee SL KLE RE VERE CS —11.4 
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7 > ee ee ee ee —18.3 
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Ce a err Tee ree — 9.8 
2 Serer ee reer ere —15.7 
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5 66e bier ee aeae ee ees —12.3 
PE Se: vaceredeareenene ee nus —14.8 
PE ES tock paphenteranawnsee —14.3 
bod FSR RRE RR DROS OO —14.7 
EE heed Ghat ok SS @ daikarae —14.3 
SS er ree —14.9 


Individual linage figures for each 
city included in this Index are shown 
in the tabulation appearing in the 
adjoining columns. 


and a follow-through to all of the 
sales and distribution factors in- 
volved are the answer, he suggested. 

John J. Karol, director of market 
research of the Columbia Broadcast- 
ing System, told the story of the in- 
creasing success of day-time radio, 
giving figures to prove the rapid 
growth in acceptance of day-time 
broadcasting by advertisers. Small 
towns and rural areas, he said, are 
especially good listeners during the 
day-time. 


Popularity of “Ranger” 


Charles W. Hicks, sales promotion 
manager of the King-Trendle Broad- 
casting Company, Detroit, told the 
amazing story of the success of the 
Lone Ranger program, which was 
developed originally as a sustaining 
program for Station WXYZ. Then it 
was sponsored locally and the broad- 
cast later was extended to New York 
and Chicago by the sponsor. Now it 
is heard with transcriptions and live 
talent all over the country. 

The success of the program, he de- 
clared, proves the innate yearning of 
Americans of all ages for stories of 
heroism, in which right unvaryingly 
overcomes might. 

Craig Lawrence, Iowa Broadcast- 
ing Company, Des Moines, presided 
at the sessions. 


Pittsburgh Women 
Elect Dora Weiss 


Dora C. Weiss, Milo-Harding Com- 
pany, has been elected president of 
the Pittsburgh Women’s Advertising 
Club. 

Elizabeth Utley Thomas, Edward 
Sykes Advertising Agency, was 
named vice-president; Olga Millen, 
McCann & Co., recording secretary; 
Delia Vaughn, Benedum-Trees Oil 
Company, corresponding secretary, 
and Helen Ryman, promotion man- 
ager, Hotel Roosevelt, treasurer. 


Nu-Era Shaver Bows 


Electro Tool Corporation, Racine, 
Wis., has introduced the Nu-Era elec- 
tric shaver. Western Advertising 


Agency, Racine, is in charge. 
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Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


. — 
% Gain % Gain 
24-Week 24-Week 24-Week or Loss or Loss 

Period Period Period 1938 1938 Week Week 4% Gai 
Ended Ended Ended over over Ended Ended or 

City June 13,1936 Junei12,1937 June 11, 1938 1936 1937 June 12,1937 June 11, 1938 Logs 
DMPO, Gh asccccovetscs 7,355,915 7,901,263 5,808,303 —21.0  —26.5 377,013 248,234 <3 
Altoona, Pa. ........+- 2,972,277 3,292,184 2,731,092 —8.1 —17.1 151,760 94,626 — > 
Atlanta, GO. ...csceses 6,913,200 7,367,602 6,969,242 +0.8 —i.4 305,592 286,272 —} 
Baltimore, Md. ....... 10,091,101 10,811,744 10,219,400 +1.3 —-5.5 533,737 479,205 195 
Birmingham, Ala. .... 5,299,266 5,945,884 5,852,714 +10.4 —1.6 240,842 232,484 3; 
{Boston, Mass. ......- 9,486,786 9,661,416 8,848,424 —6.7 —8.4 434,516 375,278 —y; 
Bridgeport, Conn. .... 4,217,976 4,498,376 4,090,140 —3.0 —9.1 236,740 189,532 94 
Buffalo, N. Y. .....+-.- 7,575,578 8,635,564 7,688,324 +1.5 —10.9 433,104 $25,150 —o4q' 
Camden, N. J. .....+-- 1,831,481 1,856,118 1,723,866 —5.9 —7.1 78,191 69,978 —19 
Cedar Rapids, Ia. ..... 2,297,974 2,440,312 2,167,956 —5.7 —11.2 103,278 85,666 ~7) 
Chattanooga, Tenn. . 98,143,710 2,958,869 2,830,954 —9.9 —4.3 145,786 129,566 —j]j 
Chicago, Ill. ...--..06- 14,153,313 15,915,503 15,195,936 +7.4 —4.5 817,842 725,643 —1 
Cincinnati, O. ....-++- 7,880,449 8,310,018 7,260,130 —7.9 —12.6 365,591 297,339 5° 
Cleveland, O. ....++-+- 9,109,447 10,026,125 8,376,969 —8.1 —16.5 482,778 321,429 33, 
Comes, Oe cssivenea. S0eeewes ebeebeee 9 eee aues TTT osee 308,607 226,439 ro¢¢ 
Dallas, Tex. ......e00¢ 9,533,376 9,909,019 9,827,790 +3.1 —0.8 422,662 360,484 GF 
Dayton, O. ...--ceeeee 6,230,998 7,286,776 6,079,988 —2.4 —16.6 352,172 230,878 34; 
Denver, Colo, ......0+ 4,771,108 4,799,270 4,432,891 —7.1 —7.6 232,020 258,268 +133 
Des Moines, Ia. .....- 2,976,110 3,076,974 3,026,383 +1.7 —1.7 121,930 112,304 —79 
Detroit, Mich. ........ 10,081,779 10,717,855 8,268,235 —18.0 —22.9 472,146 326,716 —303 
at EG, SO, cecscetes Se5asete — cseenece | -aaceeees ches pani 215,880 172,928 iss 
Erie, Pa. ..ccsccccvces 3,321,654 4,149,874 4,187,830 + 26.1 +0.9 188,482 165,046 1094 
Evansville, Ind. .....- 5,996,648 5,792,893 5,929,638 —1.1 +2.4 257,726 239,316 —72 
Fall River, Mass. ..... 1,597,927 1,687,119 1,493,725 —6.5 —11.5 74,599 63,439 145 
Flint, Mich, ...-ssse0+: 4,124,008 4,259,822 3,261,650 —20.9 —23.4 186,676 114,884 —g%5 
Fort Wayne, Ind. ..... 5,252,086 5,590,949 5,021,681 —4.4 —10.2 233,688 213,507 —§% 
Gary, Ind. .....ceceree 2,788,108 3,485,907 2,659,876 —4.6 —23.7 216,366 125,613 —414 
Grand Rapids, Mich. .. 4,256,798 5,114,970 4,063,738 —4.5 —20.6 241,486 176,792 —2§3 
Greenville, 8. C. ...... 2,639,169 3,130,969 2,865,131 +8.6 —8.5 153,286 107,188 —30) 
Houston, Tex. ........ 6,516,314 7,594,132 7,592,056 +16.5 eee 308,126 289,276 —1 
Indianapolis, Ind, ..... 8,024,751 8,717,681 7,377,294 —8.1 —15.4 383,880 301,238 —21)5 
Jacksonville, Fla. 4,017,229 4,442,592 4,300,012 +7.0 —3.2 160,300 153,944 —39 
Jersey City, N. J. ..... 1,150,431 1,130,945 985,390 —14.4 —12.9 56,462 41,051 —273 
Kansas City, Kan. 1,077,811 1,238,636 1,289,463 +19.6 +4.1 43,967 70,112) +595 
Knoxville, Tenn. ...... 4,406,360 4,654,202 4,731,650 +7.4 +1.7 220,304 222,712 +11 
Little Rock, Ark, ..... 4,202,072 4,386,172 4,164,952 —0.9 —5.1 168,630 148,316 —12) 
Los Angeles, Cal. ..... ssercees 11,743,569 10,592,322 eee —9.8 528,905 476,100 —10.) 
Louisville, Ky. ....c505 sescvees 7,402,755 6,641,945 ee =60 = 10.8 371,725 290,654 —218 
Lynn, Mass. .....0600% 4,783,842 4,598,216 3,714,186 —22.4 —19.2 215,782 159,936 —25.s 
Manchester, N. H. 1,567,418 1,643,272 1,725,800 +10.1 +5.0 84,522 64,682 —235 
Memphis, Tenn. ....... 5,180,494 5,581,200 5,235,734 +1.1 —6.2 250,278 213,864 —1l46 
Milwaukee, Wis. ...... 6,642,260 8,390,685 7,085,428 +6.7 —15.6 352,283 306,208 —13.1 
Minneapolis, Minn, .... 17,142,436 7,122,071 6,266,122 —12.3 —12.0 285,885 247,975 —133 
Moline-Rock Island .. 3,931,656 4,261,660 4,181,506 +6.4 —1.9 202,308 137,326 —82.5 
New Bedford, Mass. ... 1,546,748 1,579,606 1,486,338 —3.9 —5.9 82,390 89,362 +85 
New Haven, Conn. 4,115,440 4,482,428 4,230,506 +2.8 —5.6 185,878 172,466 —i2 
New Orleans, La. ..... 8,932,244 9,319,007 8,547,189 —4.3 —8.3 467,347 353,142 —244 
Tew Fork, NM. Fe. o.ce 29,999,341 31,674,323 28,000,301 —6.7 —11.6 1,410,123 1,204,522 —14.6 
tBrooklyn, N. Y. ..... 3,238,967 3,349,682 2,433,208 —24.9 —27.4 135,132 103,380 —23.5 
Norfolk, Va. ......++- 4,385,642 4,380,054 4,263,280 —2.8 —2.7 189,070 194,880 +3.1 
Oakland, Cal. ........ 3,543,284 3,638,064 3,372,957 —4.8 —i7.3 175,201 151,930 —133 
Oklahoma City, Okla.. 5,127,245 5,469,214 5,569,788 +8.6 +1.8 229,348 215,726 —i.g 
Peoria, Ill. ....seceeee 5,179,464 5,560,927 4,787,700 —7.6 —13.9 223,562 186,826 —164 
Philadelphia, Pa. ..... 13,452,472 14,433,268 12,224,101 —9.1 —15.3 662,766 550,661 —169 
Phoenix, Aris. ......+. 3,502,534 3,393,880 3,645,080 +41 +7.4 131,950 137,158 +3.9 
Pittsburgh, Pa. ....... 10,671,948 12,231,926 9,914,324 —7.1  —18.9 549,444 419,566 —23.1 
Portland, Ore. ....... - 5,385,940 5,728,902 5,281,502 —1.9 —7.8 232,694 211,330 —9.2 
ttProvidence, R. I . 6,418,613 6,639,755 5,492,833 —14.4 —17.3 293,618 226,976 —22.7 
Reading, Pa. .....see. 4,279,064 5,086,606 4,504,951 +5.3 —11.4 221,424 183,148 —1li3 
Richmond, Va. ....... 5,914,062 6,064,338 5,617,234 —5.0 —7.4 266,672 253,022 —i.1 
§Rochester, N. Y. ....-. 8,487,647 8,723,930 6,741,787 —20.6 —22.7 377,209 281,678 —25.3 
Sacramento, Cal, ...... 4,054,114 4,068,981 3,655,117 —9.9 —10.2 166,642 159,677 —4.2 
San Antonio, Tex. 8,074,421 3,170,516 2,912,656 —5.3 —8.1 105,546 110,427 +4.6 
San Diego, Cal. ....... 6,268,066 6,590,774 5,643,032 —9.9 —14.4 306,334 267,442 —12. 
San Francisco, Cal. ... 7,258,368 7,529,307 7,128,550 —1.8 —i.3 307,470 309,501 +07 
Seattle, Wash, ........ 4,645,896 4,848,864 4,267,534 —8.2 —12.0 189,112 199,836 +5.7 
South Bend, Ind. ..... 4,011,015 4,531,411 3,358,867 —16.3 —25.9 194,352 120,710 —3s7.9 
Spokane, Wash, ...... 3,297,626 3,615,024 3,336,144 +1.2 —7.7 156,254 135,128 —13.5 
Bt. Lowls, Mo. ...ose0 8,572,485 9,213,470 8,445,425 —1.5 —8.3 401,965 352,550 —123 
St. Paul, Minn. ......- 6,227,730 5,829,864 5,679,304 —8.8 —2.6 255,953 200,332 —21L7 
Syracuse, N. Y. .....+-. 5,413,932 5,572,821 4,927,767 —8.9 —11.6 268,940 234,703  —12.7 
*Tacoma, Wash. ...... 2,775,462 3,081,524 2,774,884 af? —9.9 122,612 126,462 +3.1 
Tampa, Fla. .......++-+ 2,936,418 2,974,682 2,907,072 —1.0 —2.3 106,764 93,688 —128 
Toledo, ©. ...ccscccees 6,053,380 6,589,395 5,499,930 —9.2 —16.5 319,394 227,154 —289 
Toronto, Ont., Can..... 9,610,842 9,720,235 8,334,557 —13.3 —14.3 374,619 335,866 —10-4 
TOY, We Fe we sccccvess 1,773,156 2,029,258 1,906,758 +7.5 —6.0 95,102 95,326 +0. 
Tulsa, Okla .........+- 4,658,864 4,566,738 4,254,580- —8.7 —6.8 178,696 168,630 —o.6 
Washington, D. C. .... 17,215,932 17,673,660 15,683,288 —8.9 —11.3 745,923 734,669 —1.0 
Worcester, Mass, ..... 5,575,655 5,662,444 5,380,397 —3.5 —5.0 299,847 271,169 —9.6 
Youngstown, O. ...... 4,564,755 4,358,144 3,506,993 —23.2 —19.5 183,512 111,846 —39.l 
Total ...ccescecees 447,520,088 494,914,185 442,581,800 —4.9 —10.6 22,631,718 19,268,487 —l4! 

"Boston American and Advertiser combination discontinued April 25, 1988, American changed to tabloid. 


+New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 


*Daily Ledger discontinued June 
++Providence Tribune discontinue 


23, 1937. 
d May 1, 1938. 


75th Congress 
Appropriates 
Ten Billions 


Washington, D. C., June 16.—The 
third session of the 75th Congress 
rang down the curtain tonight after 
nearly 24 weeks in session. 

It has put some 200 new laws on 
the statute books, including such 
controversial New Deal proposals as 
wage and hour standards for inter- 
state industry, a new food and drug 
bill, the Wheeler-Lea Federal Trade 
Amendments Act, flood control pro- 
gram, rivers and harbors work, navy 
building, housing legislation for slum 
clearance work, and numerous appro- 
priations bills. 

The final session's chief claim to 
fame will probably rest on its largess 
with taxpayers’ money. It appropri- 


ated not far short of $10,000,000,000, 
a peace time expenditure eclipsed 
only by the relief and recovery out- 
pourings in 1936 when ten and one- 
third billions were made available. 
Major spending bill of the session 
was the $3,700,000,000 relief-recovery 
bill providing a continuance of 
emergency WPA and public works 
spending initiated in the early New 
Deal days to combat depression. 


Agency for Feed 
Feed Products, Inc., San Francisco, 
has placed its account with Gerth- 


Knollin Advertising Agency, San 
Francisco. This is a newly organ- 
ized consolidation of processing 


plants in the Bay area, making stock 
and poultry feeds from agricultural 
by-products and surpluses. Business 
papers will be used. 


Armstrong Resigns 
Dale Armstrong has resigned as 
radio editor of the Los Angeles 
Times. 


Brown to “Liberty” 


Harry W. Brown will join the 
Western advertising staff of Liberty 
June 27, handling accounts in Chi 
cago and the Northwest. He was 
with Ladies’ Home Journal for sit 
years, The American Weekly {0 
seven, and more recently was with 
This Week. 


Joins Zenith 


Sylvester T. Thompson has joined 
Zenith Radio Corporation, Chicas® 
in charge of export sales and mer 
chandising. He was until recently 
vice-president, general manager 42 
director of Pilot Radio Corporatio? 

—— 
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FOOD, DRUG BILL 
SOFTENED, SENT 
TO WHITE HOUSE 


(Continued from Page 1) 


additional evidence is to be taken 
pefore the Secretary. The provision 
in the House amendment for an alter- 
native of taking such evidence be- 
fore the court or a master is omitted. 

“Express provision is made un- 
der the conference agreement for re- 
view by the Supreme Court of the 
United States upon certiorari or cer- 
tified questions. The provision of 
the House amendment under which 
the remedies provided for are in ad- 
dition to, and not in substitution for, 
other legal remedies, is retained.” 

The new act will take effect one 
year after the President signs, or 
some time in June, 1939. Until that 
time, the Federal Food and Drug 
Act of June 30, 1906, remains in full 
force. An exception is Section 701, 
providing for hearings by the Secre- 
tary of Agriculture as soon as the 
pill becomes law. The Secretary 
will probably begin work immedi- 
ately on definitions and standards of 
identity for foods as the ground- 
work for promulgation of regulations 
under the new law. 

The House bill was used as the 
basis for conference agreement and 
most of its important provisions 
were retained. The general objective 
of the law is to prevent adulteration 
or misbranding of foods, drugs, de- 
vices and cosmetics in interstate 
commerce or in the introduction of 
such products in interstate com- 
merce. The law is known as the 
Federal Food, Drug and Cosmetic 
Act. It is devoid of many of the 
advertising provisions originally con- 
tained, some of which were later in- 
corporated in the Wheeler-Lea Act. 


Penalty for Violation 


The new Federal Food, Drug and 
Cosmetic Act resembles the Wheeler- 
Lea Bill, however, in that it imposes 
a severe penalty for infringement of 
its provisions. The bill reads: 

“Any person who violates any of 
the provisions of Section 301 shall 
be guilty of a misdemeanor, and 
shall on conviction thereof be, sub- 
ject to imprisonment for not more 
than one year, or a fine of not more 
than $1,000, or both; but if the viola- 
tion is committed after a conviction 
of such person under this section 
has become final, such person shall 
be subject to imprisonment for not 
more than three years, or a fine of 
not more than $10,000, or both. 

“In case of violation of any of the 
provisions of Section 301, with intent 
to defraud or mislead, the penalty 
shall be imprisonment for not more 
than three years, or a fine of not 
more than $10,000, or both.” 

Thus intent becomes an important 
item. The prohibited acts are listed 
as follows: 

“Sec. 301(a) The introduction or 
delivery for introduction into inter- 
State commerce of any food, drug, 
device or cosmetic that is adulter- 
ated or misbranded. 

“(b) The adulteration or mis- 
branding of any food, drug, device 
or cosmetic in interstate commerce. 

“(c) The receipt in interstate 
commerce of any food, drug, device 
or cosmetic that is adulterated or 
misbranded, and the delivery or 
proffered delivery thereof for pay or 
otherwise. 

“(d) The introduction or delivery 
for introduction into interstate com- 
Merce of any article in violation of 
Section 404 or 505. 

“(e) The refusal to permit access 
‘0 or copying of any record. 
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“(f) Refusal to permit entry or 
inspection. 

“(g) The manufacture of any 
food, drug, device or cosmetic that 
is adulterated or misbranded. 

“(h) The giving of a guaranty or 
undertaking which is false, except 
by a person who relied upon a guar- 
anty or undertaking to the same ef- 
fect signed by, and containing the 
name and address of, the person re- 
siding in the United States from 
whom he received in good faith the 
food, drug, device or cosmetic; or 
the giving of a guaranty or under- 
taking which is false. 

“(i) Forging, counterfeiting, sim- 
ulating or falsely representing, or 
without proper authority using any 
certificate, or any mark, stamp, tag, 
label or other identification device 
authorized or required by regula- 
tions. 

“(j) The using by any person to 
his own advantage, or revealing, 
other than to the Secretary or 
officers or employes of the Depart- 
ment, or to the courts, any informa- 
tion required concerning any method 
or process which as a trade secret 
is entitled to protection. 

“(k) The alteration, mutilation, 
destruction, obliteration, or removal 
of the whole or any part of the label- 
ing of, or the doing of any other act 
with respect to, a food, drug, device, 
or cosmetic, if such act is done while 
such article is held for sale after 
shipment in interstate commerce and 
results in such article being mis- 
branded. 

“(1) The using, on the labeling 
of any drug or in any advertising 
relating to such drug, of any repre- 
sentation or suggestion that an ap- 
plication with respect to such drug 
is effective under Section 505, or 
that such drug complies with the 
provisions of such section.” 


Unsaid Facts Important 


The advertiser of a drug or food 
cannot escape the penalty for in- 
fringement merely because all of the 
statements on the label are true. 
One paragraph of the new law reads 
as follows: 

“If an article is alleged to be mis- 
branded because the labeling is mis- 
leading, then in determining whether 
the labeling is misleading, there 
shall be taken into account not only 
representations made or suggested 
by statement, word, design, device 
or any combination thereof, but also 
the extent to which the labeling fails 
to reveal facts, material in the light 
of such representations or material 
with respect to consequences which 
may result from the use of the 
article to which the labeling relates 
under the conditions of use pre- 
scribed in the labeling thereof, or 
under such conditions of use as are 
customary or usual.” 


Labeling Is Defined 


The definition of “label” requires 
that information required thereon 
shall also appear on the outside con- 
tainer or wrapper of the retail pack- 
age, or is easily legible through the 
outside container or wrapper. 


Detroit, 


RETAIL VIEWS GIVEN NEWSPAPER MEN 
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At this session of the NAEA, Chesser Campbell, advertising director, Chicago 
Tribune (left), and W. H. Moore, director of advertising, Detroit News (right) 
listen carefully while L. C. Barlow, advertising director, Ernst Kern Company, 


speaks. 


Manufacturers of “new drugs” 
must secure a certificate from the 
Secretary of Agriculture before they 
can market them. This provision 
was inserted as a result of the sul- 
fanilamide deaths a short time ago. 
It has been criticized as being too 
vague, and permitting the Secretary 
to postpone hearings indefinitely, 
should he so desire. 

The Secretary of Agriculture is 
authorized to make multiple seizures 
without hearings, “when he has 
probable cause to believe that the 
misbranded article is dangerous to 
health or that the labeling of the 
misbranded article is, in a material 
respect, false or fraudulent.” 


Changes in Bill 


“The House amendment,” said the 
conference report, “defined drugs 
recognized in official compendia as 
adulterated if they differ in strength, 
quality, or purity from the official 
standard, but permitted difference in 
strength on condition that the dif- 
ference from the standard be plainly 
stated on the label. The conference 
agreement permits, on the same 
conditions, differences also in quality 
and purity. 

“The House amendment and the 


bill as agreed to in conference re- 
quires the label of all drugs, except 
those recognized in official com- 
pendia, which are made with two or 
more active ingredients, to bear the 
names of each active ingredient, un- 
less exempted by regulations on the 
ground that compliance is imprac- 
ticable. 

“The conference agreement omits 
a provision of the House amendment 
which exempted all drugs from this 
requirement, except with respect to 
alcohol, if their composition had 
been disclosed to the Secretary, but 
adds a provision, not found in the 
House amendment, also requiring 
label disclosure of the name and 
quantity or proportion of any bro- 
mides, ether, chloroform, acetanilid, 
acetphenetidin, and other drugs. 


Must Give Warning 


“Under the House amendment a 
drug or device is considered mis- 
branded unless its label bears such 
warnings against use in pathological 
conditions or by children where its 
use may be dangerous to health or 
against unsafe dosage or methods or 
duration of administration or appli- 
cation, in such manner and form as 
the Secretary finds necessary for the 
protection of users and by regulation 
prescribed. 

“Under the conference agreement 
a drug or device is considered mis- 
branded unless its labeling bears 
such adequate warnings in the cases 
specified in the House amendment 
as are necessary for the protection 
of users. 

“Under the House amendment an 
article purporting to be a drug, the 
name of which is recognized in an 
official compendium, is deemed mis- 
branded if not packaged and labeled 
as prescribed in the compendium. 
The conference agreement permits 
the method of packing to be modi- 
fied with the consent of the Secre- 
tary.” 


Roosevelt Asks 


Truth in Copy 
in AFA Letter 


Detroit, June 14.—President Roose- 
velt pointed out the opportunity 
which advertising has in increasing 
employment and income and urged 
further efforts to eliminate mislead- 
ing advertising in a letter sent to 
Mason Britton, chairman of the AFA 
board, which was read at the open- 
ing general session yesterday. 

“With this word of greeting to the 
Thirty-fourth Annual Convention of 
the Advertising Federation of Amer- 
ica, I send best wishes for the suc- 
cess of your proceedings,” the Presi- 
dent wrote: 


Will Accelerate Recovery 


“I recognize the important position 
the service of advertising occupies in 
our national economy, a strategic re- 
lationship that carries responsibility 
for the endeavor to maintain pro- 
duction through wider and more effi- 
cient distribution of the goods pro- 
duced. To this end, your convention 
theme, ‘Advertising Makes Work,’ is 
of great significance. Recovery will 
be accelerated and human happiness 
promoted in proportion to the spread 
of purchasing power through the em- 
ployment of the greatest possible 
number of our workers in gainful 
pursuits. 

“Certainly, if advertising is to 
render the maximum of constructive 
service, it is fundamental that truth 
be the watchword and that every 
claim be supported by the highest 
standard of business ethics. I be- 
lieve the leaders in this field sense 
their opportunity for promoting so- 
cial and economic progress through 
trustworthy service.” 


PULLMAN FETES 
‘LAST LINK’ IN 
11 FULL PAGES 


Chicago, June 15. — Pullman 
Standard Car Mfg. Company, maker 
of the new Twentieth Century and 
Broadway Limited streamliners, this 
week made one of its rare ventures 
into consumer advertising with a 
one-shot campaign using full pages 
in 11 newspapers in five cities to 
celebrate initial runs of these trains 
and completion of the “last link” in 
streamlined transcontinental service. 

Half the page was devoted to a 


‘drawing showing in panoramic 


fashion a new streamliner spanning 
the country. Above this on the hori- 
zon appeared a drawing of the driv- 
ing of the “Golden Spike,” which 
took place in 1869 when the first 
transcontinental railroad was com- 
pleted. 

E. W. Test, assistant to the presi- 
dent, said the campaign was an 
appreciative gesture to the railroad 
world in general as well as to the 
New York Central and Pennsylvania 
railroads, purchasers of the latest 
streamliners. 


Freight Trains, Too 


Copy emphasized the engineering 
skill behind development of the rail- 
roads, predicted streamlined freight 
as well as passenger trains and re- 
minded readers that “Nothing like 
this just happens overnight.” Also 
stressed was the company’s 79-year 
history and its construction of the 
first streamliner to be operated on 
the railroads of this country. 

Copy was the same in all in- 
stances, save a final paragraph 
which was adapted to the individual 
city in which it appeared. Four 
newspapers were used here while 
other cities on the schedule were 
New York, Philadelphia, San Fran- 
cisco and Los Angeles. All inser- 
tions will appear by June 21. 

J. R. Hamilton, head of the agency 
here bearing his name, wrote and 
placed the copy and was credited 
by Mr. Test as inspiring the cam- 
paign. 


Life Advertisers Meet 


John H. McCarroll, advertising 
manager, Bankers Life Insurance 
Company, and A. Scott Anderson, 
manager of the _ service section, 
Equitable Life Insurance Company, 
have been appointed co-chairmen of 
the Midwestern round-table to be 
held by Life Advertisers’ Association 
in Chicago on July 22. 


Liquor Paper Opens 
Liquor Publications, Inc., has 
opened offices at 444 Madison avenue, 
New York. The telephone number 


is Plaza 3-8033. 


1 KNOW IT, BUT 

IT HAS MORE THAN 
14,000, AND 

THEY'RE ALIVE ! 
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Britton and 
Slocum Again 
to Lead A.F.A. 


(Continued from Page 1) 
liam H. Hodge, Public Utility Engi- 
neering & Service Corporation, Chi- 
cago. 
Re-elected to the board of directors, 


in addition to Mr. Britton, were 
Erma Perham Proetz, vice-president, 
Gardner Advertising Company, St. 


Louis, and Ted Dealey, Dallas News 
and Journal. New directors elected 
were J. Kenneth Laird, vice-presi- 
dent, Weco Products Company, Chi- 
cago; Phil C. Handerson, advertising 
manager, Goodrich Tire & Rubber 
Company, Akron; and Fred Bohen, 
president, Meredith Publishing, Com- 
pany, Des Moines. 

Contrary ,to usual custom, it was 
announced immediately following the 
meeting that the 1939 convention will 
be held in New York in June, and 
that one day will be set aside as in- 
ternational day, when advertising 
men from foreign countries will be 
honored. Delegates are expected from 
advertising circles in Great Britain, 
continental Europe and South Amer- 
ica. 


IN CREATIVE POST 


W. J. Weir, who has been placed in 
charge of creative production for J. M. 
Mathes, Inc., New York. 


School Names Kimball 


Abbott Kimball Company, Inc., has 
been appointed to handle advertising 
and promotion of the Tobe-Coburn 
School for Fashion Careers, New 
York. The school trains young women 
for executive positions in the fashion 
business. 


“Statesman” Is 25 


The American- Statesman, Austin, 
Tex., celebrated its 25th anniversary 
with a special edition of 106 pages. 


WAGE BILL 10 
AID SOUTHERN 
BUYING POWER 


Washington, D. C., June 14.—The 
controversial wage-hour bill is defi- 
nitely on its way to becoming the 
law of the land. Both House and 
Senate today approved the confer- 
ence agreement and sent the bill to 
the White House for signature. The 
President is expected to sign next 


week. Provisions of the new law 
become effective four months after 
signature. 


The House wasted little time in 
approving the report, voting 289-89 
for adoption after only one and one- 
half hour’s debate on what is a com- 
pletely re-written wage-hour bill. The 
Senate action followed after the 
work of the House had been re- 
ceived. There was no record vote 
in the Senate. 

The new law will have no imme- 
diate or serious effect on the major 
part of American industry. 
ers pointed out that practically all 


Dale Remington (left), Wisconsin Public Service Corporation advertising man. 
ager, and E. J. Robinson, Green Bay Gazette Press, inspect the former's winning 


advertisement. 


Observ- 


YOU MEAN 


IN 1938 AS IT 
WAS IN 1937? 


COME NOW, LITTLE MAN. 
IT LOOKS LIKE ANY OTHER 
» COUNTRYSIDE TO ME. 


WHATS A FARM OR 
TWO OR AN OIL WELL 


IT WILL BE THE SAME £ 


a 


meeeey POINT, YOU CAN REACH THE PROSPER: ¥ 
My OUS FARMER, THE RICH OIL ee - 
AND THE OTHER VELVET POCKETBOOKS Ale 
IN THIS RICH OUT-OF-CITY MARKET <@m 
THROUGH THE LOS ANGELES MORNING 
EXAMINER'S KEYED CIRCULATION 
b (38% OUTSIDE THE CITY ee 


HOW TO COVER IT, 


LOOK CLOSER, EDGAR. 
SEE THAT CITRUS GROVE 
AND THE OIL FIELD IN 
THE DISTANCE ? 


IF YOU ONLY KNEW, s 
EDGAR! IF YOU ONLY KNEW! Ve 
SOUTHERN CALIFORNIA'S AGRICUL- J 
TURE AND OIL BRINGS IN OVER 

A BILLION DOLLARS ANNUALLY. 
AND GET THIS-- IT'S A STABLE 
INCOME--YEAR AFTER YEAR 


a UNUSUAL, EDGAR, BUT 
Psi Nail TRUE. AND HERE'S ANOTHER 


NAY! IF YOU REALLY WISH 
TO KNOW MORE ABOUT THE 
¥ SOUTHERN CALIFORNIA MARKET AND \ 


INTERNATIONAL ADVERTISING SERVICE 
MAN (ONE OF RODNEY BOONE'S 

ABLE OPERATORS). IT'S AN UN- 
USUAL STORY. REACH FOR YOUR 
TELEPHONE NOW WHILE WE'RE 


. 


ne 


ASK A HEARST 


of the large industrial units of the 
nation pay wage scales far above the 
minimum and observe hour standards 
well below the maximum set in the 
law. 

Labor forces active in pushing the 
bill assert, however, that even the 
25-cent minimum fixed for the first 
year will help approximately one 
million workers in Southern indus- 
tries. 

Business Has Voice 


A single independent Administra- 
ter, who wilt be head of a new 
Division of Wages and Hours in the 
Labor Department, is charged with 
administration of the law. Assisting 
him will be committees set up for 
each industry. Their duty will be 
to conduct hearings for each sepa- 
rate industry and to recommend to 
the Administrator increases in mini- 
mum wages with the goal of 40 cents 
per hour to be attained as soon as 
possible after the first year. 

The first year the nation-wide 
minimum wage will be 25 cents per 
hour for all interstate industry not 
specifically exempted by the bill. 
But the industrial committees may 
recommend wages as high as 40 
cents an hour the first year if they 
find conditions will permit within an 
industry without substantially cur- 
tailing employment. 

After the first year no wages may 
be paid less than 30 cents per hour. 
This ‘floor’ is to be in effect for 
the second year and the next five 
years. Again if conditions within 
specific industry warrant it, the 
industrial committees may recom- 
mend wages anywhere from 30 to 40 
cents during this six-year period. 
During the seventh year of the Act’s 
operation and thereafter, a theoreti- 
cal floor of 40 cents an hour goes 
into effect, but upon the recommen- 
dations of the industrial committees 
wages may actually be fixed below 
40 cents but not below 30 cents per 
hour. 

Conditions which the industrial 
committees find to exist within par- 
ticular industries will determine 
wage levels. Classifications within 
each industry may be established, by 
which a small company or a unit 
less able to compete with other units 
of the same industry will be per- 
mitted to pay smaller wages than its 
larger competitor. 

The Administrator, however, may 
not order increased wages without 
the recommendations of the indus- 
trial committees. 


Operation of Act 


First year hours are fixed at a 
standard maximum of 44 per week. 
They drop to 42 the second year, 
and 40 the third year. Time and 
one-half must be paid for overtime 
work. Certain limited exemptions 
are made from the hour provisions 
where employe-employer' collective 
bargaining agreements exist fixing 
different standards. However, the 
representatives of the employes 
must be certified as bona fide by the 
National Labor Relations Board. 

Numerous exemptions from the 
hour and wage provisions are writ- 
ten into the bill. They apply chiefly 


to agricultural workers, employes in 


the seafood industry, and employes 
of retail or service organizations the 
greater part of whose operations con. 
sist of intrastate commerce. 

No children under the age of 1 
may be employed in manufacturing 
and mining, and only in limited ip. 
stances in any other field. For those 
between 16 and 18 the Children’s 
Bureau of the Labor Department 
shall determine what is “hazardous” 
employment. Conditions to be con- 
sidered are schooling, health and 
well-being, and the conditions in the 
industry in question, 


Stokely-Van Camp’s 


Names Ray Peterson 


Ray N. Peterson, formerly adver- 
tising manager of Minnesota Valley 
Canning Company, has been ap- 
pointed advertising manager of 
Stokely-Van Camp’s, Inc., Indian- 
apolis. L. J. Noonan, formerly man- 
ager of the West Coast division, has 
been named sales promotion man- 
ager. 

Other personnel changes include 
Sam V. Johnston, formerly Eastern 
division manager, sales manager of 
Stokely Brothers & Co., Inc.; Warren 
Tingdale, formerly Northwest divi- 
sion manager, sales manager of Van 
Camp’s Inc.; Lee Dingee, sales man- 
ager of the private label and institu- 
tional department; T. J. Field, sales 
manager of Stokely’s Baby Foods, 
and C. L. McGuire, manager of the 
service department. 


Cook Elected 


The Indiana chapter of National 
Industrial Advertisers Association 
has elected P. M. Cook, advertising 
manager of P. R. Mallory Company, 
Indianapolis, president. Stan Mur 
ray, Perfect Circle Company, is mem 
bership vice-president; Earl Chris 
tena, J. D. Adams Mfg. Company, 
program vice-president; Willard Car 
ter, P. R. Mallory Company, secre 
tary, and H. L. Martin, Diamond 
Chain Company, treasurer. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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George, secretary, National Association of Direct Selling Companies, and Enoch 
Steen, J. B. Simpson, Inc., Chicago, at convention at Wawasee, Ind. 


WINNERS OF ESSAY CONTEST ACCLAIMED BY CONVENTION 
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% : E. R. Culley, Chicago Pullman conductor, wins $1,000 in the Royal Crown contest 
conducted by the Chicago bottling company of that name over NBC. The check 
The Wednesday session of the A.F.A. was featured by introduction of the winners of Advertising Age's essay contest. means a long summer in the country for Judy Culley, five-year-old just recover- 
Left to right, Mrs. Bert W. Hendrickson; George Slocum; Mason Britton; G. D. Crain, Jr., publisher, Advertising Age; ing from illness. 
David W. Foley and Paul J. Betz, the winners; Roy S. Durstine and Henry T. Ewald. (Story on Page 21.) 


CAMERA CATCHES GLIMPSES OF BRILLIANT FEDERATION CONVENTION AT DETROIT 


fT | 


= 


Newspaper executives mix business and pleasure at luncheon. This view of speakers’ table shows, left 
to right, Marguerite Auberle, advertising manager, Michigan Mutual Liability Company, and president, 
Women's Advertising Club of Detroit; Col. E. D. Stair, Detroit Free Press; J. Frank Duffey, Gannett 
Newspapers; Erma Perham Proetz, Gardner Advertising Company, St. Louis; W. B. Lowe, managing 
director, Detroit Free Press, and Joseph H. Appel, John Wanamaker, New York. 


Above, galaxy of stars who addressed Public Utilities Advertising Association. Left to right, Fred 

Toy, editor of "O. K. News," Cincinnati Gas & Electric Company; Bob Landry, of Variety; Al. Joy, 

director of advertising, Pacific Gas & Electric Company, San Francisco; Henry Obermeyer, assistant 

vice-president, Consolidated Edison Company, New York; C. W. Tennant, Western United Gas & 
Electric Company, Aurora, Ill. 


Below, celebrities grace luncheon board of Newspaper Advertising Executives Association at Book- 
Cadillac. Left to right, J. J. Hartigan, Campbell-Ewald Company; H. Ponting, Detroit News; Chesser 
Campbell, Chicago Tribune; W. E. Scripps, and W. S. Gilmore, Detroit News; W. J. Cameron, Ford 
Motor Company. 
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Ready for the big industrial advertising meeting Tuesday. Left to right, Judd Payne, Associated! 
Business Papers, Inc.; J. H. Van Deventer, Iron Age; Mason Britton, McGraw-Hill Publishing Com- 
pany; Donald R. Richberg; E. C. Howell, Carboloy Company, Detroit; Lewis G. Hines, American 
Federation of Labor; and Bennett Chapple, American Rolling Mill Company. 
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N August, 1937, the Ladies’ Home Journal published 

an article on syphilis and the fight scientists are making 
to conquer it. By Paul de Kruif and Surgeon-General 
Parran of the United States Public Health Service, its 
title was ‘‘We Can End This Sorrow.’’ 


This article was the forerunner of a series of articles 
and editorials in the Journal on venereal diseases. 


Heartened by their readers’ response, the Journal’s 
editors went to Washington, urged the introduction of 
national legislation which would make it possible to wipe 
out syphilis. The La Follette-Bulwinkle Bill was sub- 
mitted to the Congress. 

ON MARCH 8TH, 1938, the Journal, in an editorial by 
Bruce and Beatrice Blackmar Gould, called on women 
to support this bill . . . urged its millions of readers to 
write their Congressmen backing it. They did. ae 

ON MARCH 31ST, the Senate passed the bill. Ce 

ON MAY 16TH, the House of Representatives passed it. +g 

ON MAY 24TH, President Roosevelt signed the bill, ; 
and the White House issued the following statement: bern i 
**Final enactment of this legislation is due largely to the cour- 4 
ageous and energetic support given by women as groups and io 
individuals throughout the United States.’’ | 


The Ladies’ Home Journal, believ- 
ing that a publishing force can and 
should be a great social force, is proud 
to have played its part as a focal point 
for this great social revolution. 


A FEW COMMENTS FROM CONGRESSMEN 


“The Journal deserves every credit in the world for # 
arousing public opinion.”’ Re as 


DENNIS CHAVEZ, Senator, New Mexico 


‘(These letters) have served to strengthen my support 
of this measure.”’ 


FREDERICK VAN NUYS, Senator, Indiana 


**You have furnished an ideal example of the potency 
of intelligent support engendered by informative ar- 
ticles in a magazine.’’ 


JOHN M. COFFEE, Representative, Washington 


**Your appeal has resulted in much favorable reaction.”’ 
HUGH M. RIGNEY, Representative, Illinois 


‘“*Your magazine is doing a great service to humanity.”’ 
KENT E. KELLER, Representative, Illinois 


The Curtis Publishing Company, Philadelphia, Pa. 
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